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Rough Proofs 


For the first time in its 27 years 
the advertising convention met in 
New York. Maybe they were wait- 
ing for the subways to get finished. 


* * 


Besides, with characteristic mod- 
esty, New Yorkers believe that while 
New York can advertise advertis- 
ing, advertising can’t advertise New 


* York. 


* * * 


Attending a conventicn is a good 
deal like practicing diplomacy. The 
latter, as Charley Dawes says, is 
easy on the head, but hell on the 
feet. 

os * a 


Women, ADVERTISING AGE says 
editorially, have never been accused 
of being the silent sex. And after 
listening in on the “women in adver- 
tising” attending the convention, I’d 
say they never will be. 


* * * 


Jimmy Walker was just the mayor 
to greet a convention of advertising 
men, because if there is anything 
this lad doesn’t know about public- 
ity, it isn’t in the book. 


* * * / 


Jimmy was also in an excellent 
position to explain the difference be- 
tween publicity and advertising. 
Some of the boys handling Jimmy’s 
affairs have been rather confused 
on this point during the past few 
months. 

* * * 


A delegate from Florida, driving 
to the convention, found the metro- 
politan congestion so heavy at Cam- 
den that he parked his car and rode 
the rest of the way on the train. 
There’s a thrill for Camden. 


* * * 


Some newspapers. which have 
adopted flat rates are now declining 
to accept advertising contracts. Any 
publisher who for any reason what- 
soever is declining advertising con- 
tracts just now deserves something 
—and he’ll probably get it. 


* * * 


What’s the difference between an 
over-worked convention speaker and 
an extinct voleano? The volcano sits 
down somewhere for a quiet smoke, 
but the convention speaker keeps on 
erupting just the same. 


% * * 


The Leviathan made a great place 
for a dancing-party for the advertis- 
ing convention. At times it was hard 
to believe it wasn’t at least three 
miles out. 

* * * 


The social doings at the conven- 
tion made it evident that one of the 
articles in an agency contract re- 
quires the account executives to 
dance with the advertiser’s wife— 
and like it. 


* * * 


If nobody else comes to the rescue 
of the well-known Harvard Adver- 
tising Awards, Batten, Barton, Dur- 
stine & Osborn ought to do some- 
thing about them. They could hang 
up for further competition the prizes 
they’ve won in the past few years, 
and thus keep the affair going for a 
couple more years, anyway. 


° Copy CuB 


BUYING POWER 
I$ 1931 DEMAND 
OF ADVERTISERS 


Scientific Deflation of Circula- 
tions Urged 


Asheville, N. Car., June 16—Ad- 
vertisers in all ranks, including a 
large majority of members of the 
Association of National Advertis- 
ers, are rebelling against circulation 
which does not represent buying 
power, P. L. Thomsen, director of 
public relations, Western Electric 
Co., New York, and president of the 
Audit Bureau of Circulations, told 
the International Circulation Man- 
agers’ Association at its convention. 

Likewise, readers’ representing 
buying power are worthless unless 
they actually read, he pointed out. 

Mr. Thomson quoted one of the 
largest members of the A. N. A. as 
saying “in city after city we have 
found by actual test that frequently 
the newspaper of less circulation 
has produced greater profits per 
dollar of sales because of lower sell- 
ing costs, than the newspaper cf 
greater circulation.” 

The A. N. A., Mr. Thomson said, 
asked members: “Do we want cir- 
culations deflated to a basis of genu- 
ine reader interest and measurable 
buying power?” Of those interested 
in newspapers, 119 replied in the 
affirmative and 2 in the negative. 
Of magazine advertisers, 144 said 
yes, and 2 no. 

“Do we want an end to methods 
which unnaturally force  circula- 
tion?’”’ was another question. News- 
paper advertisers: 123, yes; 2, no. 
Magazine advertisers: 150, yes; 2, 
no. 

The advertiser quoted shove con- 
tinued: 


Interested in Homes 


“I would like to see some pub- 
lisher with nerve enough to forget 
all about circulation figures as such. 
and bring me an analysis of the 
number of homes into which his 
newspaper goes daily to be read. 
How many of these homes are of 
people who have enough education 
to be interested in improving the 
appearance of their dwellings? How 
many of them have money enough 
to be able to buy my product? How 
many are located within readily 
accessible distance of the outlets 
through which my product is dis- 
tributed? 

“Such selective circulations would 
be worth a great deal more to the 
advertiser than present milline 
rates, and I believe advertising agen- 
cies and advertisers could be edu- 
cated to pay higher milline rates on 
the basis of known quality factors. 

“If advertising agents were held 
strictly responsible for profits in any 
given city, and if advertisers were 
to set up records which would enable 
them to determine their profits in 
each city, we would see profound 
changes in circulations.” 

Mr. Thomson said this advertiser 
has company in demanding circula- 
tion methods which will attract only 
those who are logical readers. 

“There is no conflict of interests 
here,” he asserted. “You must give 
us the kind of readers who will read 
our advertising if it is interesting 
and who can buy what we have to 
sell if it has merit.” 


Federation Adopts 
Strong Program to 
Revitalize Business 


New York, June 18—The Adver- 
tising Federation of America closed 
its 27th annual convention at the 
Hotel Pennsylvania today with the 
re-election of its principal officers 
and the adoption of resolutions def- 
initely relating advertising to the 
task of business readjustment and 
recovery. 

Gilbert T. Hodges, of the New 
York Sun, was re-elected president 
by the board of directors following 
the conclusion of the general session 
this morning. Robert L. Johnson, of 
Time, was re-elected secretary, anc 
Joseph H. Appel, of John Wana- 
maker, New York, treasurer. 

New members of the board are 
G. R. Schaeffer, of Marshall Field & 
Co., Chicago; Turner Jones, Coca- 
Cola Company, Atlanta; and Frank 
G. Huntress, publisher of the San 
Antonio Express. Directors re- 
elected were Francis H. Sisson, 
Guaranty Trust Company, New 
York; Robert L. Johnson, Time, New 
York; Don U. Bridge, Indianapolis 
News; Gilbert T. Hodges, New York 
Sun, and Miss Helen J. Baldauf, 
Johnston Candy Company, Milwau- 
kee. 

G. Lynn Sumner, G. Lynn Sumner, 
Inc., New York, was elected chair- 
man of the Council on Club Man- 
agement; George W. Kleiser, of 
Foster & Kleiser, San Francisco, 
was made chairman of the Council 
on Departmental Activities, and 
Miss Jeannette Carroll, Bryant & 
Stratton College, Providence, R. L, 
was chosen chairman of the Council 
on Women’s Club Management. They 
will serve as vice-presidents of the 
Federation. 


Work of Advertising 


The resolutions adopted by the 
Federation summarized clearly the 
thinking of the convention on eco- 
nomic problems to which: advertising 


is related, asserting the need is for 
the creation of confidence and the 
use of advertising in arousing de- 
sire. The resolutions, prepared by a 
committee headed by O. C. Harn, 
managing director of the Audit Bu- 
reau of Circulations, included the 
following statement: 

“The Advertising Federation of 
America concurs in the belief ex- 
pressed by the outstanding speakers 
in this convention that a vital factor 
in curing the present business de- 
pression is the education of business 
men in general to the relinquishment 
of obsolete ideas and acceptance of 
sound leadership. Without pretense 
of offering a specific cure-all for our 
business troubles, this Federation 
expresses its confidence that: 

“First, in the advertising men of 
this country business has the logical 
force for accomplishment of the nec- 
essary educational program. 

“Second, this Federation sub- 
scribes to the principle that business 
cannot realize its full development 
except through the widest possible 
distribution among the creators of 
wealth of an equable share of the 
profits of production and of the time 
economies made possible by the de- 
velopment of machinery. : 

“We hold this to be evident be- 
cause no matter how great may be 
the advertising man’s ability to cre- 
ate desire, such desire cannot be- 
come effective in producing business 
unless, behind the want, lies a finan- 
cial ability to satisfy it. 


Buying Power Exists 


“Third, this Federation is con- 
vinced there is enough buying power 
latent in those now gainfully em- 
ployed to absorb a great deal more 
of all the comforts, conveniences, 
and even luxuries of life than are 
now being bought, and only two 


(Continued on Page 10) 


Last Minute News Flashes 


Agency Action Results in Konjola Receivership 


Cincinnati, O., June 19.—Following suit by the C. L. Doughty Adver- 
tising Agency Co., Frank J. Romell, vice-president of Konjola, Inc., has 
been appointed receiver. The agency alleged its fee of $500 was two 
months behind, with an unpaid expense of $5,126 for newspaper adver- 
tising, and another $5,554 due June 15. 

The receivership was also requested by Gilbert H. Mosby, president of 
Konjola, who said the form of organization is inadequate. 


$3,500,000 Allotted for New Plymouth Car 
Detroit, June 19—Advertising contracts totaling $3,500,000 will be let 
by July 6, the date copy will break on the new Plymouth car, according 
to an announcement by Walter P. Chrysler. The bulk of the appropria- 


tion will be syent in newspapers. 


Wilshire Urges U. S. Advertising of Bread 


New York, June 19.—Joseph Wilshire, president of Standard Brands, 
Inc., has issued a statement urging the United States to appropriate 
$3,000,000 for bread advertising to reduce the wheat surplus. “That sum 
would do the job,” asserted Mr. Wilshire. 


Bobby Jones Is Spaulding Director 
New York, June 19—Following the purchase of a substantial block of 
stock, Bobby Jones has been made a director of A. G. Spaulding & Bros., 
where he will specialize in designing golf equipment. 


STANDARDIZED 
GOODS LEAVE 
U.S. UNMOVED 


Kettering Pleads fo Variety in 
Products 


New York, June 18—Not too much 
goods, but too much goods of the 
same kind, is the trouble with the 


C. F. Kettering 


United States, according to Charles 
Franklin Kettering, vice-president of 
General Motors Corporation, Detroit, 
who addressed the Advertising Fed- 
eration of America at its general 
session luncheon Wednesday. 

Mr. Kettering, whose attack on 
monotony of life as destructive of 
the buying appetite stirred the ad- 
vertisers to rounds of applause, was 
introduced glowingly by Joseph H. 
Appel, of John Wanamaker’s, treas- 
urer of the federation, who pre- 
sided at the luncheon, but informed 
the 1,500 listeners he was “just a 
monkey wrench mechanic.” 

“Advertising is a story about 
products,” he said, “and I’ve been 
engaged all my life in putting new 
products on the market. I believe 
business will come back when we 
find the products that people want 
to buy. If we spent half the energy 
in producing these things that we 
now spend in stirring up mud we’d 
be a lot better off. 

“T also know there’s one horrible 
thing in this world of ours, and 
that’s monotony. When we continue 
to produce the same things, the 
same models indefinitely, people 
don’t want to buy them. They’re 
too monotonous.” 


Place of Research 


He said research, by producing 
new things, was a pretty good wag 
to keep people reasonably dissatis- 
fied with the things they now have. 
As to business depressions, he said 
this one happened because every- 
body forgot markets are not good 
indefinitely for the same kind of 
goods. 

He said industry today, with its 
enormous investment in machinery 
for mass production, is reluctant to 
introduce new types, new models of 
goods, because of the cost involved 
in changing the expensive machinery. 

“Industry is just beginning to 
realize,” he said, “that you can’t 
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ADVERTISING AGE 


June 20, 1931 


develop a new product for mass pro- 
duction over night. 

“We are suffering enormously to- 
day from this thing called standard- 
ization. A great deal of it, of 
course, is desirable, not anywhere 
near all. Particularly I have a ter- 
rible obsession against the standard- 
ization of ideas. 

“Never has it been so difficult to 
sell a new idea as it is today. We 
are suffering from industrial stag- 
nation because of the standardiza- 
tion of ideas, and that is all that is 
wrong with us. 

“If you want to kill any idea in 
the world today, just get a commit- 
tee working on it—picking flaws in 
it. Why? Because not one man ina 
thousand has any imagination.” 

He declared the production by 
committees was being shown to 
have its limitations and suggested 
that the individual man might yet 
make his mark in the development 
of new products. 


Form Radio Spot Time 


The Judson Radio Program Corp., 
a division of the Columbia Concerts 
Corp., New York, has formed Radio 
Spot Time, Inc., to represent one 
station in every important territory. 
John T. Adams and Herbert G. Fos- 
ter are in charge. 

Merchandising aid will be ex- 
tended to advertisers. 


COVERS MEETING 
WITH DAILIES 


New York, June 18.—Three Offi- 
cial Convention Dailies were pub- 
lished during the A. F. A. convention 
by ADVERTISING AGE. They appeared 
Tuesday, Wednesday and Thursday, 
being available each morning. 


The daily, consisting of four 
pages, presented the high lights of 
the preceding day’s activities, the 
program for the day, the interesting 
personalities at the convention, and 
even two of the regular features of 
the weekly issue, the editorials and 
RouGH PROOFS, prepared especially 
for the convention issues by Copy 
Cub. 

The staff for the dailies included 
Kenneth C. Crain, Harold F. Pod- 
haski, A. J. Fehrenbach, W. E. 
Dunsby, G. D. Crain, Jr., Miss Jean 
Kagan and Miss Mary Catherine 
McDonough. The latter was in 
charge of a special department on 
women’s activities at the convention. 

Gilbert T. Hodges, of the New 
York Sun, president of the Federa- 
tion, said that ADVERTISING AGE 


did a wonderful job through its daily 
issues. 

“The dailies served an exceedingly 
useful purpose,” he said, “and were 
tremendously helpful and interesting 
to all attending the convention.” 

A special mention of the dailies 
was included in the resolutions of 
thanks adopted by the convention 
this morning. 


Wins Capper Award 

Dr. L. O. Howard was selected as 
the winner of the 1931 Capper 
Award for distinguished service to 
American agriculture. The award 
consists of $5,000 and a gold medal. 

From 1894 to 1927, Dr. Howard 
was chief of the department of en- 
tomology of the United States De- 
partment of Agriculture. His most 
outstanding work was his contribu- 
tion to insect control. 


Medal for Publisher 

Lionel F. Bossey, editor of The 
Purchasing Agent, New York, was 
awarded the Shipman memorial 
medal at the annual convention of 
the National Association of Purchas- 
ing Agents for his work for the 
advancement of purchasing. 


Name Moss-Chase 


The Moss-Chase Company, Buffalo, 
has been appointed by the Spencer 
Kellogg & Sons Sales Corp., of that 
ay manufacturers of vegetable 
oils. 


a 


Mark ... the spot 
and the date.... 


X ee ee ®@ DETROIT 


Ameriean Legion 


— 


opportunity. 


Convention 


Conservative estimate is that 125,000 Legion- 
naires will be concentrated here on the above 
dates! 


The American Legion plus the super strength 
of Detroit’s natural, normal Outdoor Advertising 
power means 


Plan your paint and posting now! 


Write us what you will require! 


WALKER & CO. 


88 Custer Avenue, Detroit 


OUTDOOR ADVERTISING 


LONGING FOR 


POPULARITY IS 
KEY TO YOUTH 


Conn Cashes in on Psychology 
of Boys 


Elkhart, Ind., June 18—“If you 
have anything to sell to boys from 
six to twenty-five, play on their 
longing for personal popularity,” 
said H. W. Schwartz, advertising 
manager of C. J. Conn, Ltd., which, 
with the Buescher Band Instrument 
Company, Pan-American Band In- 
strument & Case Co., Ludwig & Lud- 
wig and other subsidiaries, is the 
largest manufacturer and advertiser 
of band and orchestral instruments. 


“Other themes of proved effective- 
ness in developing the boy market,” 
he said, “are, in the order of im- 
portance, financial gain, ease of 
learning to play and quality of 
product. 

“Boys under adolescent age crave 
the approval of adults and older 
boys and girls, and the envy and 
admiration of boys and girls their 
own age, especially that of the boys. 
To interest this group, we simply 
picture these facts with words and 
illustrations in our advertising in 
The Open Road for Boys, American 
Boy and Boy’s Life. 

“We build our financial gain 
theme around the success stories of 
prominent musicians. Copy featur- 
ing Sousa has been the most success- 
ful in appealing to younger boys, 
probably because of the military 
flavor. 


Single-Sale Market 


“Our biggest market for single 
sales consists of boys ranging in age 
from adolescence to young manhood. 
We have reached them profitably 
with magazines having a large num- 
ber of young readers, such as Physi- 
cal Culture, True Romances, True 
Confessions, Screen Book, Motion 
Picture Magazine, College Humor, 
Photoplay Magazine, Popular Me- 
chanics, Popular Science Monthly, 
Science and Invention, Radio Digest 
and Radio News. 


“It is no secret that older boys 
value the admiration of girls, and 
we have sold many thousand saxo- 
phones by telling them that mastery 
of this instrument is an unfailing 
jure. 


“With the interest in girls comes 
the desire for more money, and we 
have combined the first appeal with 
stories of successful orchestra lead- 
ers who, fortunately for us, are like- 
wise objects of great feminine inter- 
est. The fact that many of these 
idois were once farm boys and fac- 
tory hands impresses many of our 
readers with the practicability of 
emulating them.” 


Illustrations in typical straight 
popularity appeal copy picture a 
personable young man, a pretty girl 
and a saxophone. Sometimes the girl 
is stealing admiring glances over 
her shoulder while playing a piano 
accompgniment, but usually she is 
giving her undivided attention to 
her saxophonist hero, sitting very 
near with her hands clasped in 
ecstasy or resting her head on his 
shoulder in blissful surrender. 


Headlines reiterate the visualized 
message. Examples are: “Nothing 
Will Put You Over Like a Sax,” 
“Put Yourself Over in a Big Way,” 
“Be a ‘Success’ with a Sax.” 


Handles Follow-up 


The company distributes direct 
through franchised dealers, to whom 
inquiries are referred. It also assists 
in the follow-up, first sending four 
letters at weekly intervals and then 
a personal letter based on data in 
the dealer’s report. 

Dealers may also have their own 
prospects circularized at any time by 
paying for the postage, the company 


ON HAND 


Lou E. Holland 
Mr. Holland, who was president 
of the A. A. C. W. from 1922 to 1924, 
See Sremaraeat in New York this 
week, 


furnishing the material and han- 
dling the mailing. 

Free trial and rental deals are 
featured in the advertising and 
stressed by dealers. They apply only 
on new instruments. The trial period 
is six days and costs the consumer 
nothing. The rental period is six 
weeks and the rate is $2 weekly. 

Trial and rental deals result in 
sales eight times out of ten. When 
a rental instrument is returned, the 
dealer sends it to the factory to- 
gether with the full amount paid 
for rent. 

The company has campaigned for 
years for class instruction, claiming 
music can be studied in this way as 
easily as any other subject. The idea 
was strenuously opposed at first, but 
it is now conceded the class method 
is better than individual training for 
elementary pupils. 


Growth of Idea 


The idea has also taken root out- 
side the band class field, and is 
spreading rapidly. Two years ago 
there were 517 teachers in public 
school systems giving class piano 
lessons. Now there are 2,500. 

As another means of widening its 
market, the company has lent a hand 
to legalize municipal band taxes. 
There are now 30 States in the fold. 

The most sensational development 
fostered by the company is the for- 
mation of rhythm bands in grade 
schools, the idea being to teach chil- 
dren how to play simple percussion 
instruments so they can perform as 
a band unit. The campaign was be- 
gun three years ago with advertis- 
ing directed to primary school teach- 
ers in Normal Instructor and Pri- 
mary Plans, and has resulted in the 
sale of instruments for more than 
300,000 children. 

“This business is doubly profit- 
able,” said Mr. Schwartz. “We are 
making an immediate profit and at 
the same time broadening our mar- 
ket for the years ahead.” 


Bridge Re-elected by 


Newspaper Executives 

Don U. Bridge, of the Indianapolis 
News, was re-elected president of 
the Newspaper Advertising Execu- 
tives Association at its meeting in 
New York. 

Alvin R. Magee, Lowisville Cour- 
ier-Journal, was re-elected vice- 
president and Robert Wolfe, Indian- 
apolis, was elected secretary-treas- 
urer, succeeding Irving Buntman, 
Milwaukee. 

William T. Rodgers, of Boston, 
was elected to the directorate, suc- 
ceeding Carl Slane, of Peoria. 

Fred I. Archibald, of the Omaha 
World-Herald, received the Shuman 
trophy for the most unusual adver- 
tising campaign by a newspaper. 


To Edit “Linens” 
Julian Elfenbein has been ap- 
pointed editor-in-chief of Linens, fol- 
lowing its purchase by the Haire 
Publishing Co., New York. 


Burnett’s Name Agency 

Burnett’s, Inc., Newark, N. J., has 
appointed Churchill-Hall, Inc., New 
York, to direct the advertising for 


its bird and fish foods. 
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ADVERTISING AGE 


OFFICERS RE-ELECTED BY FEDERATION 


of John Wanamaker, re-elected 


SAY SPONSORED 
TALKIES STILL 
MARCHING ON 


New York, June 18.—The action 
of the theatre chains in barring 
sponsored movies was in no sense a 
knock-out blow to this medium, ac- 
cording to W. D. Canaday, vice- 
president, Lehn and Fink, New 
York, chairman of the talking mo- 
tion picture advertising group at the 
A. F. A. convention. 

Daniel P. Woolley, vice-president 
in charge of advertising and sales, 
Standard Brands, Inc., told how 
talking pictures had saved his firm 
time and money in instructing sales 
people. 

“Chain theatres number only 2,435, 
or 18 per cent of the 13,000 houses 
wired for sound,” said Mr. Canaday. 
“Their action can have no permanent 
effect on the talkie medium. 

“There are a number of producing 
and distributing houses which can 
book advertising talkies in from 600 
to 1,000 theatres in 46 states, giving 
upwards of 2,000,000 circulation 
through one organization. ~ 


Cost of Distribution 


“The charge for distribution has 
been standardized to a great extent. 
Most contracts are made at $5 per 
1,000 attendance. The cost of pro- 
ducing a film runs from $5,000 to 
$15,000, higher if color or nationally 
known stars are used. 

“The cost of prints, transportation 
and repairs brings the average total 
cost to an advertiser utilizing a cir- 
cuit of 800 theatres, showing to 
5,000,000, to about $38,000 or $7.60 
per thousand circulation.” 

Mr. Canaday said advertising 
talkies should be high grade with 
the advertising incorporated in a 
subtle and unobtrusive manner, and 
that the most successful sponsored 
films are short humorous sketches, 
romantic skits and travelogs. 


Standard Brands’ Plan 


“One of the big problems in any 
large organization is to choose the 
most effective means of sales instruc- 
tion,” said Mr. Woolley. “Last year, 
we made up an exhibit which ex- 
plained what we were trying to do 
for 1930, and sent a flying circus to 
key cities to put the story across. 
But this meant loss of time for 
executives and limited the number 
of people who could attend. 

“This year we made the medium 
talking pictures, which permitted the 
holding of many meetings simulta- 
neously and repeating as many times 
as required to reach the greatest 
number. With this aid, we were able 
to accomplish in a three-hour ses- 
sion what had formerly required two 
days. 

“We scheduled our showings ac- 
curately through a_ distributing 
agency. There was no distribution 
problem, as most of the cities where 


At left, Robert L. Johnson, of Time, re-elected secretary of 
the Advertising Federation of America; and Joseph H. Appel, 


treasurer. 


we held meetings had hotels 
equipped for sound. 

“The picture, which was presented 
with a suitable program, had a well 
developed plot built around a grocer 
and a baker, with a son and daughter 
supplying the love interest which 
became entangled with modern mer- 
chandising methods. Believing the 
audience would be more concerned 
with the entertainment than with the 
lessons taught on the first showing, 
we ran it twice.” 


No Advertising 
in Sears’ New 
Fall Catalog 


Sears, Roebuck and Co., Chicago, 
have announced the withdrawal of 
the national advertising section from 
their forthcoming fall and winter 
general catalog. Officials of the com- 
pany said this decision was based on 
a desire to learn further the attitude 
of their mail order customers toward 
this experiment. 

It was first tried in their current 
spring and summer catalog and rep- 
resented a departure from their pol- 
icy of over 40 years in confining 
their pages to the sale of their own 
merchandise. Whether the company 
will reconsider its decision for fu- 
ture catalogs remains to be deter- 
mined. 

The Chevrolet Motor Company 
was the first to utilize this form 
of advertising. 


Grimm and Lewis 
in New Positions 


John E. Grimm, Jr., and W. W. 
Lewis have been appointed assistant 
directors of advertising by General 
Motors Corp., Detroit, and will work 
under the supervision of D. 
Brother, director of the advertising 
section. 

Mr. Lewis has been a member of 
the advertising department for a 
year, coming from the Cadillac Mo- 
tor Car Co., where he was assistant 
sales manager. 

Mr. Grimm was vice-president and 
director of sales for General Mo- 
tors Radio Corp. 


Agency for Peterman 


Benton & Bowles, New York, are 
now handling the advertising of Wil- 
liam Peterman, Inc., manufacturer 
of Flyosan, Peterman’s Discovery, 
Peterman’s Roach Food and Peter- 
man’s Ant Food. Newspapers and 
radio will be used. 

The Brisol-Myers Company, New 
York, subsidiary of Drug, Inc., re- 
ae acquired William Peterman, 
ne. 


Uphold Oleo Tax 


The Federal oleomargarine tax is 
constitutional, the Circuit Court of 
Appeals for the Seventh District, 
Chicago, held in a case instituted by 
the Ed S. Vail Butterine Co. 


Joins Utility 
Williard Cope, recently of the 
New Orleans Times-Pice*~e, has 
become director of public relations 
for the Pennsylvania Utilities Corp., 
hiladelphia. 


Must Change Copy 


on Yellow Pine 

Washington, D. C., June 18. 
—The Federal Trade Commis- 
sion has ordered 39 Western 
lumber producers to discon- 
tinue advertising and selling 
yellow pine lumber as white 
pine. 

Complaints were originally 
served on 50 companies, but 11 
were later dismissed. The cases 
were tried in a consolidated 
proceeding. 


P.| Healey, advertising manager. 


Tire Policy Is 
Huge Success, 
Gillette Says 


Minneapolis, Minn., June 18—The 
unique merchandising policy adopted 
two years ago by the Gillette Rub- 
ber Company, Eau Claire,. Wis., is 
largely responsible for the com- 
pany’s rise from 39th to 8th place 
in the industry, Clyde Van Gorden, 
sales manager, said at a dealers’ 
convention here. 

Under this plan, dealers are 
bonded and receive merchandise on 
a consignment basis. The company 
pays for all advertising in local 
papers, farm papers and trade jour- 
nals as well as for window displays 
and direct mail. Stock is replenished 
weekly. Dealers are paid a stipu- 
lated commission on sales. 

The new advertising program for 
the Northwest was presented by 
Willard D. Farnham, of the Cramer- 
Krasselt Company, Milwaukee. Full- 
page advertisements are to be used 
in metropolitan Sunday newspapers 
and there will be an increased ap- 
propriation for farm papers and 
community newspapers. 

According to officials of the com- 
pany, the additional investment re- 
quired under the new plan is less 
than “accounts receivable” formerly 
were, dealers’ commissions on sales 
are higher, prices to the consumer 
are lower and sales have more than 
tripled. A check on the mortality 
rate among dealers showed that it 
was less than one-half of 1 per cent. 


Plan Special Train 
to Boston Meeting 


The Chicago Financial Advertisers 
will journey to Boston for the an- 
nual convention of the Financial Ad- 
vertising Association September 14- 
17 on a special train, which will 
leave September 12. 

A special On-to-Boston Commit- 
tee is comprised of the executive 
committee and two other members. 


“Golden Book” Adopts 
Standard Page Size 


The Golden Book, New York, will 
have a standard advertising page of 
5% x 8 inches as a result of changes 
in plans announced by n+ nengt eS 

e 
editorial type page will be 6 x 8%. 

Under this plan, the publication 
will accept plates made for Atlantic, 
Harper’s and Scribner’s. 


Equity Receivers for 
National Trade Journals 


H. J. Bligh and Charles W. Little- 
field have been appointed receivers 
in equity for National Trade Jour- 
nals, Inc., New York. 

Mr. Bligh, who is president of the 
company, said the action concerns 
only the holding company and not 
the publications. 


Joins “True Romances” 


Bruce Van Cleave has joined the 
Chicago staff of Macfadden Publi- 
cations to work on True Romances. 
He comes from the investment bank- 
ing field, which he entered at the 
close of the war. 


Heads Direct Mailers 


Horace H. Nahm was elected pres- 
ident of the Direct Mail Advertising 
Association, New York. Others 
chosen were John Patfio, vice-presi- 
dent; Emma Zeitlin, treasurer; and 
Margaret Prince, secretary. 


Get Steel Account 


The Procter & Collier Co., Cin- 
cinnati, has been appointed to han- 
dle the advertising of the Andrews 
Steel Co., Newport, Ky. 


No. 67 of a Series 


SHANTY HILL 


We have a lot of good friends up there on Shanty Hill. 
Nice boys, nice girls. A little poor, but good at heart. 
Liable to sock you on the beak over any slight matter of 
social dispute, but well-intentioned all the time. And a 
lot of them have turned out to be famous. We're telling 
you all this because you know it so well yourself. But 
when you sit down to make up your advertising sched- 
ules, you're apt to check your sentiment for Shanty Hill 
out in the locker room with your overcoat. 

From an advertising viewpoint a home is only a home 
when it is a BUYING home. (The average is 314 to a 
Scribner home). This is hard-boiled and aren’t we all? 
And Shanty Hill does not specialize on buying homes. 
And that brings us (very modestly, of course) to Scribner's. 
Even a cat may look at a king (although he might have a 
little trouble in finding one to look at); and a resident of 
Shanty Hill is entitled by law to buy a copy of Scribner’s 
Magazine. It just happens that Scribner’s isn't the type of 
magazine the resident of Shanty Hill cares for. 

That throws the advertiser back on the homes that do 
care for Scribner's, and can he contain his amazement? It 
is possible, but very stupid if he does. For these are the 
homes of people who buy in 1931 and will buy in 1932 
just as they did in 1928. The Stock Market misdemeanor 
isn't celebrated yearly in this group as a day of National 
Gratification but neither did it start the members of the 
Scribner's families on a hunt for the best bread lines. They 
are still eating and going to shows and sending and re- 
ceiving Wedding presents and buying new clothes for 
the trip to Europe this summer and looking up camps and 


schools for the children. 


it is not an audience counted in the millions. It doesn’t 
include every literate citizen in the nation. But. . . what 


a relief in a bad year! 


SCRIBNER’ 
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What Is Merchandising? 


Bruce Barton suggested at the 
Advertising Federation dinner in 
New York this week that somebody 
ought to define merchandising. 

“T’ve been hearing about merchan- 
dising for a good many years,” said 
Mr. Barton, “but nobody seems to 
know exactly what the word means.” 

It is true merchandising is given 
a good many suggestions and con- 
notations by various writers and 
speakers in the advertising field. As 
a matter of fact, the dictionary has 
never even tried to catch up with 
all the shades of meaning which this 
elastic and somewhat overworked 
word is endowed with. 

Management probably considers 
merchandising from the profit stand- 
point. One well-known firm of man- 
agement engineers defines the term 
as “the consummation of sales at a 
profit.” That is a worth-while but 
rather narrow meaning for it, and 
probably does not include what the 
advertising man has in mind when 
he says “merchandising.” 

A research job just completed for 
an important industry included the 
merchandising function in its study, 
and emphasized the fact that this 
was to deal with the desires and 
preferences of the consumer. Here 
the idea of merchandising seems to 
involve starting a marketing job 
with the consumer—which is a rather 
sensible and reasonable procedure, 
judged by any standard. 

The word should also be consid- 
ered in relation to the broader term 
“marketing,” which has now come 
into such general use, and supplies 
such a useful addition to the gen- 


eral business vocabulary. Marketing 
covers the whole broad field of mov- 
ing the product from factory into 
consumption, and includes all of the 
physical operations involved, as well 
as the promotional and advertising 
function. 


It embraces packaging, transpor- 
tation, selling, finance, servicing, ad- 
vertising, sales promotion, distribu- 
tion and in fact the whole picture 
of surveying, defining, supplying 
and satisfying a market. 

From the advertising standpoint, 
merchandising comprehends those 
functions in which there is a pro- 
motional phase, and which permits 
the development of strategy. It 
covers a somewhat smaller field than 
marketing, but it involves a much 
more intensified development of that 
field. 


Thus, the development of a new 
appeal for the sale of a mouth- 
wash through the characterization 
of halitosis is hardly to be consid- 
ered as a part of marketing, but 
it is certainly a vital idea in mer- 
chandising. Merchandising, there- 
fore, has the function of adding to 
normal marketing operations the 
dynamic power of new ideas of a 
promotional and creative character. 


Because advertising does not stand 
alone, but functions as a phase of 
merchandising, it would be well for 
advertising men to define as clearly 
as possible in their own minds and 
for the benefit of business all of the 
activities which they intend to deal 
with when they refer to the magic 
word “merchandising.” 


Business Leaders on Advertising 


Some of the greatest business men 
in the country addressed the Adver- 
tising Federation of America at its 
New York convention. These men 
are leaders of thought in their own 
companies and in their industries. 
They participate in the development 
of fundamental policies for their 
institutions, and they can speak with 
authority because they know the 
part that advertising has played in 
the development of those policies. 

A few years ago their appearance 
at an advertising convention would 
have been called by the unthinking a 
tribute to advertising. Of course it 
is not. These men are present be- 
cause advertising is an activity of 
obvious importance to them and to 
their companies, and because the dis- 
cussion of how to make advertising 
of maximum value is a _ practical 
business problem, in the participa- 
tion of which they may be able both 
to contribute and to receive some- 
thing of value. 

Advertising has gone far beyond 
the point where it needs or requires 
any special justification, or any par- 
ticular endorsement by business. It’s 
just as much a part of the business 
budget as salesmen’s salaries and ex- 
pense accounts, just as much a part 
of the necessary expense of produc- 
tion and distribution as the salary of 
the engineer down in the power 
plant. It’s an accepted element in 
successful merchandising. 

It is a splendid thing to know, 
however, that the big business men 


of the country are not looking to 
advertising as a panacea, nor as a 
formula, but that they regard it as 
something to be used intelligently, 
and worked into the particular pro- 
gram of each company as its specific 
needs and requirements indicate. 

That they appeared at the A. F. 
A. meeting to present their points 
of view with reference to advertis- 
ing is an indication that they realize 
today’s conception of advertising in- 
volves a sound integration of adver- 
tising with all other marketing ac- 
tivities. 

Profitable advertising, these men 
know, is advertising which is a part 
of a complete, intelligently conceived 
and carefully operated merchandis- 
ing program, having in mind the 
fact that merchandising is the con- 
summation of sales at a profit. In 
other words, advertising can justify 
itself in a particular business pro- 
gram only as it can be shown to 
assist in the function of making 
‘profitable sales. 

Business men are practical. They 
demand the development of a rela- 
tionship between cause and effect, 
between plan and profit. Because 
more and more leading business ex- 
ecutives are asking that advertising 
be a carefully interwoven part of 
the whole merchandising fabric, it is 
safe to say that advertising, under 
such direction, is sure to be more 
valuable, more productive and more 
profitable in the future than it has 


ever been in the past. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


261. 


Progress and Profit Through 
Education. 


This jumbo booklet by the En- 
velope Manufacturers’ Association 
of America reviews some of the or- 
ganization’s advertising and gives 
its plans for the future. The assc- 
ciation will continue to stress the 
value of the envelope as an advertis- 
ing medium rather than as a con- 
tainer for letters and it tells some 
interesting stories of advertising 
successes made through this new 
viewpoint. 


262. The Educational Market. 


This booklet from the Educational 
Press Association of America, 
Washington, D. C., is an analysis 
for advertisers. It reports education 
has become America’s most impor- 
tant business, with an investment of 
seven billion dollars and an annual 
operating cost of about three billion. 
It points out that the educational 
field answers every requirement of 
an advertiser—it is large, diversi- 
fied, permanent and constantly 
growing. 


260. 1204 Tested Key Markets. 


This new booklet is issued by 
Tower Magazines, Inc. The fore- 
word explains this circulation analy- 
sis as showing concentration through 
the 1,752 exclusive Tower Magazine 
outlets, in the cities and towns in 
which there is greatest concentra- 
tion of the nation’s buying power. 
The Tower Magazines are distri- 
buted through 1,680 Woolworth 
stores in the United States. The 
areas in which these stores are lo- 
cated do over 75 per cent of the 
country’s retail business. 


258. Survey of 1,000 Filling and 
Service Station Subscribers. 
The Gasoline Retailer, New York, 
has examined 1,000 filling stations 
to discover trends in the field and 
put the results into a compact book- 
let. The publication found a strong 
trend toward complete service by 
gasoline retailers. Not only tires, 
automobile accessories and service 
are being dispensed, but foodstuffs, 
ranging from chocolate bars to com- 
plete lunches, are being handled by 
many. 


259. Packaging and Shipping Prac- 

tices in the Food Industries. 
This brochure gives the answers 
to a number of questions, including: 
“What is the title of the individual 
to whom the head of your shipping 
department reports? What individ- 
uals in your organization have a di- 
rect interest in packing and ship- 
ping? Which individual is respon- 
sible for originating changes in ship- 
ping or product containers or prod- 
uct wrappers? Who has the final 
word in approving such changes?” 
Published by Food Industries, New 
York. 


233. “Time” for Concentration. 
This 96-page booklet from Time, 
New York, gives facts about read- 
ers’ 1931 buying plans, their buying 
habits, the sort of people they are, 
and the costs of reaching them in a 
concentrated campaign. The illus- 
trations are sermons in pictures that 
no advertiser can afford to miss. 


231. The Merchandising Department 
of the Chicago Elevated Ad- 
vertising Co. 

This reprint in booklet form de- 
scribes the close co-operation offered 
national advertisers by this Chicago 
organization. Close contact with re- 
tail outlets not only broadens dealer 
good will, but uncovers “hidden dis- 
tribution”—brings the client’s prod- 
uct to a more prominent position in 


the store. 


P.O. DEPARTMENT FALLS DOWN 


2 nal 


—College Humor. 


“Gosh, th’ wife told me to mail this three weeks ago.” 


“It Never Rains—” 


To the Editor: ADVERTISING AGE 
headlined last week: ‘Advertising 
Hosts Pour into New York for Fed- 
eration Meet.” 

—And pour, and pour—and pour! 

But weren’t all the hosts except 
Jimmie Walker there when the 
guests arrived? 


B. SS. Da 
Burroughs Adding Machine Co., 
Detroit. 
ok ok x 


How to Read A. A. 


To the Editor: Here’s my dollar 
to keep ADVERTISING AGE coming. 
By propping it against the sugar 
bowl it presents, even in a brief 
lunch hour, a comprehensive bird’s- 
eye of the week. 

A. J. AUGUSTINE, 
Augustine Adv. Service, 
Evanston, IIl. 
* * * 


Direct Appeals for 
Insurance Salesmen 

To the Editor: A recent issue of 
ADVERTISING AGE contained a story 
headed, “Direct Appeals for Insur- 
ance Agents Ethical.” 

Advertising managers of insur- 
ance companies are laughing at this 
decision, because the judges were 
editors of two of the papers under 
criticism for the practice which they 
as judges and jurors upheld. 

The reason I know the attitude of 
advertising managers, besides my- 
self, is that I attended a_ recent 
conference of said managers in New 
York when this “decision” was dis- 
cussed, and not taken seriously. 

ADVERTISING MANAGER. 


* * * 


Campaign Financed by 
Public Subscription 


To the Editor: We are enclosing 
a proof of one of the pages of five 
run for consecutive weeks in the 
Toledo Sunday Times. 

While in effect it was similar to 
many of the “Buy Now” or home 
town campaigns conducted through- 
out the country recently, the appeal 
differed in that it was directed to 
the public at large and their,selfish 
interest in Toledo-made products. 


The fund for paying for the space 


was raised by public subscription 


Voice of the Advertiser 


EE FN BL ROC | 


15,000,000.00 PER YEAR 
The purchasing power of this community is the greatest force 
that can be employed for the economic improvement 
Prosperity of this city and all the 
peopile who live and work in Toledo 
tans at 


- 
oo 
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CITIZENS’ PROSPERITY LEAGUE 


a | 


Campaign “to create an actively 
constructive public attitude toward 
Toledo-made products.” 


and a committee of representative 
citizens directed the campaign. 
That the effort brought definite 
results is indicated by the fact that 
sales of the Willys-Overland Com- 
pany in its home county during the 
two months the campaign was in 
progress increased to 25 per cent of 
all cars sold, their percentage for 
the previous year being less than 10 
yer cent. 
The campaign was prepared by 
this agency. 
JOHN O. MUNN, 
Sterling Beeson, Inc., 
Toledo. 


oa * * 


Great Chance for 
Advertising Experts 


. To the Editor: I was interested 
In your story on contests. We re- 
cently conducted a “Free Airplane 
Contest” in which we gave away an 
airplane listed at $4,400 to the stu- 
dent securing the most enrollments 
during a three-month period. 

We received only 104 enrollments, 
while we needed 400 to make the 
contest profitable. 

It occurred to me you might be 
willing to offer criticisms about this 
campaign. If so, I shall be glad to 
forward our sales material to you. 


R. R. Foster, 
Executive Vice-Pres., Dayton, O 
School of Aviation. 
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June 20, 1931 


ADVERTISING AGE 


PREDICT MORE 
ADVERTISNG 
BY UTILITIES 


New York, June 18—More adver- 
tising by public utilities to correct 
wrong impressions gained by the 
public was predicted by several 
speakers before the Public Ulitities 
Advertising Association, which met 
Tuesday as a departmental of the 
A FR 

R. S. McCarty, of the Philadelphia 
Company, Philadelphia, was elected 
president of the association. 

E. Frank Gardiner, Midland 
United Co., Chicago, was chosen 
first vice-president; Henry Ober- 
meyer, Consolidated Gas Company 
of New York, second vice-president, 
and Stanley Quinn, Electric Bond & 
Share Co., New York, third vice- 
president. 

J. R. Pershall, Public Service 
Company of Northern Illinois, Chi- 
cago, and Howard F. Weeks, Con- 
solidated Gas Company of New 
York, were re-elected secretary and 
treasurer, respectively. 

Irving M. Tuteur, vice-president 
of the McJunkin Advertising Co., 
Chicago, retiring president, was 
elected to the board of directors 
with the following: 

J. S. S. Richardson, Joint Com- 
mittee of National Utility Associa- 
tions, New York; Bernard J. Mul- 
laney, People’s Gas Light & Coke 
Co., Chicago; F. W. Crone, New 
York Edison Co., New York; Keith 
Clevenger, American Gas Associa- 
tion, New York; James M. Bennett, 
Philadelphia Electric Co., Philadel- 
phia; Dana H. Howard, Common- 
wealth Edison Co., Chicago; George 
F. Oxley, National Electric Light 
Association, New York; T. H. Ket- 
tle, Northern States Power Co., St. 
Paul, and J. R. Marsh, Georgia 
Power Co., Atlanta. 


Inaccurate Statistics 


William H. Hodge, vice-president 
of the Byllesby Engineering Co., 
Chicago, sounded the keynote when 
he said critics of the utilities hurl 
aggregations of statistics, many of 
which are misleading and inaccu- 
rately applied. He said small cus- 
tomers have purchased 22 millions 
of power company stock in 15 years. 

Owen A. Conner, financial editor 
of the Philadelphia Public Ledger, 
said a plain exposition of finances 
should be made in utility advertising 
to dispel erroneous impressions. He 
suggested the cost of operating elec- 
tric refrigerators, electric ranges 
and other appliances should be ad- 
vertised. 

Edwin Gruhl, vice-president of 
the North American Co., New York, 
drew an analogy between advertis- 
ing and electric power, both of which 
he classed as “minus costs” and 
commented on the growing cost of 
government—a “plus cost.” 

Paul T. Cherington, director of 
research, J. Walter Thompson Com- 
pany, reiterated his statement that 
in many lines the business leaders 
of the next ten years are being 
chosen now. He presented figures 
prepared by Professor Roland Vaile, 
of the University of Minnesota, to 
indicate that consistent advertisers 
lose only a small part of their busi- 
ness during depressions and are the 
first to recover. 


Winners of Exhibits 


Eric W. Swift, of Chicago, an- 
nounced 21 awards for newspaper 
advertising and 15 for the best copy 
in other mediums. The awards fol- 
low: 

Electric—Institutional Division—First, Pa- 
cific Gas and Electric Co., San Francisco; 
second, North American Light and Power 
Co., Chicago; third, Puget Sound Power and 
Light Co., Seattle. 

Electric—New 


Business Division — First, 
Commonwealth Edison Co., Chicago; second, 
Northern States Power Co., Minneapolis; 
third, Ohio Public Service Co., Cleveland. 

Gas Institutional Division—First, New Or- 
leans Public Service, Inc., New Orleans; sec- 
ond, Central Hudson Gas and Electric Corp., 
— N. Y.; third, Dallas Gas Co., 

allas. 


Gas—New Business Division—First, Lone 
Star Gas Co., Dallas ; second, The Peoples Gas 
Light and Coke Co., Chicago; third, Northern 
States Power Co., St. Paul. 

Electric and Gas—Merchandise Division— 
First, The Philadelphia Co., Pittsburgh; sec- 
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CAPTURES PRIZE 
PUT an ELECTRIC OUTLET on EVERY WALL 
ge full service of electricity—for a few cents a day! 
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COMMONWEALTH EDISON COMPANY 3 Sr.asu 


This copy, prepared by the Mc- 
Junkin Advertising Co., Chicago, 
took first prize in the new business 
section of the annual contest of the 
Public Utilities Advertising Asso- 
ciation. 


ond, The Peoples Gas Light and Coke Co., 
Chicago ; third, Public Service Co. of Northern 
Illinois, Chicago. 

Financial Division—First, Northern States 
Power Co., Minneapolis ; second, Ohio Edison 
Co., Akron; third, Utilities Power and Light 
Securities Co., Newport, R. I. 

Electric Railway Division—First, Chicago, 
South Shore and South Bend Railroad, Chi- 
cago; second, Georgia Power Company, At- 
lanta; third, Indiana Railroad System, Mid- 
land United Co., Chicago. 

Electric—Car Card Division—First, Com- 
monwealth Edison Co., Chicago; second, Brit- 
ish Columbia Electric Railway Co., Vancouver, 
B. C.; third, Potomac Electric Appliance Co., 
Washington, D. C. 

Gas—Car Card Division—First, Consoli- 
dated Gas Co., of New York, New York; sec- 
ond, British Columbia Electric Railway Co., 
Vancouver, B. C.; third, New Orleans Public 
Service, Inc., New Orleans. 

lectric—Poster and Billboards Division— 
First, Northern States Power Co., St. Paul; 
second, Public Service Co. of Northern IIli- 
nois, Chicago; third, Wisconsin Power and 
Light Co., Madison, Wis. 

Gas—Poster and Billboards Division—First, 
Public Service Co. of Northern Illinois, Chi- 
cago ; second, Duquesne Light Co., Pittsburgh ; 
third, Pacific Gas and Electric Co., San 
Francisco. 

Transportation—Car Card and Poster Divi- 
sion—First, Pittsburgh Railways Co., Pitts- 
burgh ; second, Georgia Power Co., Atlanta; 
third, Milwaukee Electric Railway and Light 
Co., Milwaukee, 


WORST IS OVER, 
BABSON OPINES 


New York, June 16—Roger W. 
Babson, king of American business 
forecasters, cheered the Advertising 
Federation of America today with a 
prediction that business has seen its 
worst and that “within a reasonable 
time” the country will again enter 
a period of marked prosperity. Mr. 
Babson’s address, made before the 
Newspaper Advertising Executives 
Association, drew a record-breaking 
crowd. 

“T am willing to stake my reputa- 
tion,” said the wizard of business 
statistics, “that although the change 
will be slow, it will be in the right 
direction. Statistics today point to 
another period of prosperity, regard- 
less of what happens to the stock 
market, just as three years ago they 
pointed to the present depression.” 

Mr. Babson urged the newspaper 
men to spread this good news be- 
fore their readers. He added a post- 
script: 

“Go back home and tell your local 
merchants this is the time to adver- 
tise and give their customers an op- 
portunity to benefit from present 
low prices. Those who take your ad- 
vice will be so well pleased they’ll 
cut out those 1931 advertisements 
and frame them.” 


Granville Richardson, 


Publisher, Is Dead 


Granville Richardson, 50, vice- 
president of the Ben P. Branham 
Company, publisher of the Hotel 
Bulletin, Chicago, died in New York 
Tune 13 while on a business trip. 
Death was attributed to heart dis- 
ease. 

Mr. Richardson was also vice- 
president of the Insurance Field, 
Louisville, Ky. 


Bureau Names Agency 

The Illinois Coal Bureau, repre- 
senting producers in the Quality 
Circle District of Southern Illinois, 
has placed its advertising with the 
Dunham, Younggreen, Lesan Com- 
pany, Chicago. Newspapers and di- 


rect mail will be used. 
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“MOTHERS follow 


the Doctor's Prescription 


Benties 
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continuation pages. 


The above pages are reproduced from the June 
issue of American Druggist. Note the layout of 


Our editorial features are in- 


teresting. We make subscribers read them 
by using eye-stopping pictures, headlines 
and layout. 

We continue stories in the back of the 
magazine. Because these stories are ab- 
sorbing, readers turn to the continua- 
tions. There they find one column of text. 
It’s flanked on the right by a page adver- 
tisement, on the left, by a half page. 

All Hearst Business Magazines use this 
make-up. Every advertiser gets good posi- 
tion in these magazines. More eyes see 
his sales message; more buyers buy his 


merchandise. 


Hearst Business Magazines 


MOTOR—AMERICAN DRUGGIST—AMERICAN ARCHITECT —AROMATICS 
57th Street at Eighth Avenue, New York, N. Y. 


Neal Describes 
New Battle of 


Communities 


New York, June 18—Formation 
of a national council of 100 high 
class business executives was sug- 
gested by Frederick E. Murphy, 
publisher of the Minneapolis Trib- 
une, as a way to lead agriculture to 
a sound business position. 


Mr. Murphy injected this idea 
into the departmental on community 
advertising, of which he served as 
honorary chairman, with W. Frank 
McClure, vice-president of Albert 
Frank & Co., Chicago, presiding. 


These men, to come from the 
$25,000-$100,000 ranks, would give 
their talents to agriculture for a 
short time. Mr. Murphy also urged 
freedom for the Philippine Islands, 
which, he said, are dumping 500,- 
000,000 pounds of cocoanut oil in the 
United States every year. 


J. C. Neal, publicity director of 
Younker Bros., Des Moines, Ia., told 
how that city has increased its trade 
territory by community advertising. 

“So keen is becoming competition 
between cities,” he commented, “that 
it is foolhardy for stores in the same 


city to spend all their time and 


energy fighting each other, when 
they might more profitably join 
hands in reaching out for more 
business.” 

Lou E. Holland, president of the 
Holland Engraving Co., Kansas 
City, and a past-president of the 
A. F. A., said Kansas City’s adver- 
tising has added 264 industries in 
two years. More men are now em- 
ployed than two years ago, during 
the peak. 


Echele Is Re-Elected 
by St. Louis Club 


Hubert J. Echele, secretary of the 
Warwick Typographers, was re- 
elected president of the Advertisi 
Club of St. Louis by the new boar 
of governors. Other new officers: 

Vice-presidents, Al Rose, Skinner 
& Kennedy; Hale Nelson, South- 
western Bell Telephone Co.; and J. 
Leslie Mahl, Lynton T. Block & Co.; 
treasurer, Gus V. Kenton, Mercan- 
tile-Commerce Bank & Trust Co., re- 
elected; secretary, Louis A. Zimmer- 
man, Woodward & Tiernan Print- 
ing Co. 


Now “The Instructor” 


Normal Instructor and Primary 
Plans, New York, changed its title to 
The Instructor with its June issue, 
adopting the name by which it has 
been known to many readers. 


Salt Lake Mail 
Order House Has 
Startling Plan 


Salt Lake City, Utah, June 18— 
Combining what it regards as the 
strongest features of the merchan- 
dising methods of successful organi- 
zations, the Western Mail Order 
Corporation has been formed here. 


As the name indicates, merchan- 
dise will be sold direct to the con- 
sumer by mail. The company will 
produce nothing, but will act as a 
sales organization for Utah manu- 
facturers. 

The latter’s goods will lose their 
identity when they pass into the 
hands of the Western Mail Order 
Corporation, however. The company 
will have its own distinctive trade- 
mark which it will place on all mer- 
chandise handled. 

The organization will buy nothing 
from manufacturers, but charge 
them a commission of 10 per cent 
on all sales developed. : 

The Western Mail Order Corpora- 
tion is planning a national advertis- 
ing campaign, using magazines and 
newspapers. F. A. Eldredge, who 
has been studying methods of the 
Chicago mail order giants, is in 
charge. 
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ADVERTISING AGE 


" June 20, 1931 


NEWSPAPERS RAP 
CANADIAN DUTY 
ONMAGAZINES 


Ottawa, Ont., June 18—Now that 
Canadian newspapers have had time 
to ponder some of the implications 
of the 15-cent per pound duty on 
United States magazines, they are 
inclined to do some deploring of the 
situation. 

The newspapers are not particu- 
larly affected by their contempo- 
raries in the United States, with the 
exception of the Sunday papers, and 
their views are probably colored by 
that fact. No dissatisfaction over 
the new duty has yet been expressed 
by magazines. 

It is understood here that business 
papers of the United States will be 
exempt from the payment of the 
duty, being classed as “educational.” 

The Ottawa Citizen predicted in 
its news columns that the new tariff 
will bring “plenty of confusion” and 
editorially inveighed against the duty 
under the heading, “Worse and 
Worse.” 


“Piece of Meddling” 


“The new tariff is suggestive of 
censorship,” said the paper editori- 
ally. “It is a thrust at the free flow 
of ideas, as well as trade. It is an 
arbitrary and bureaucratic piece of 
meddling characteristic of the times.” 

Its news columns said: 

“Perhaps no other single tariff 
item enacted by a Canadian federal 
government has caused more misap- 
prehension and confusion than this 
general duty of 15 cents per pound 
placed upon periodicals by the Ben- 
nett Budget. Ostensibly aimed at 
the ‘trashy’ magazines, its general 
character has caused misgivings, 
bordering upon consternation, among 
all venders and buyers of imported 
literature. 

“If allowed to stand without modi- 
fication, its implications are of such 
a drastic and awkward nature, for 
publisher, subscriber, and the col- 
lectors of customs, that it will cer- 
tainly produce a furore of protest 
from all concerned. 

“Of course, the item provides that 
the governor-in-council may exempt 
magazines of religious, educational 
or scientific character, which will 
leave an avenue of relief for certain 
of the higher class, and perhaps a 
number of the more popular maga- 
zines. 

“This will appease some of the 
Canadian reading public; but there 
are certain unfortunate aspects that 
the tariff has created of which the 
genera! public is not fully aware. 


Old and New Plans 


“Until about ten years ago maga- 
zines coming into Canada from 
United States were mailed at the 
point of publication, with the result 
that the Canadian post office carried 
these magazines without any reve- 
nue fom their work. 

“Since that time, by arrangement 
with United States publishers, mag- 
azines for Canadian circulation have 
been mailed in Canada at seven or 
eight strategic border centers. 

“With the advent of the increased 
tariff, United States publishers have 
intimated they will revert to the 
former system of mailing. The pub- 
lishers have no intention of paying 
the additional duty. 

“The subscriber must absorb that, 
for this stipulation is part of the 
conditions of their yearly subscrip- 
tion rate. There will be, therefore, 
a total loss of postal revenue from 
magazines for the Canadian post 
office. 

“Unless some change is made be- 
fore July 1 in the customary routine, 
upon the receipt of consignments of 
magazines the post office will turn 
them over to the customs for ap- 
praisal, as is done in the case of 
other dutiable importation. 

“The customs will weigh each in- 
dividual magazine to determine the 
duty and then inform the owner that 
his purchase has arrived.” 

The subscriber must then repair 
to the customs house to pay the duty 
and carry his magazine home, the 
paper said. 


HENRY GETS No. 1,000,000 


In a special radio hook-up June 20, Gerard Swope, president 
of General Electric Co., will present Henry Ford with the mil- 
lionth G-E refrigerator. Mr. Swope will speak from New York, 


with Ford in Detroit. 


KILL MULTIPLE 
SEIZURE RULE 


Washington, D. C., June 18.—The 
Department of Agriculture has no 
right to make “multiple seizures” 
under the Pure Food and Drugs Act, 
except possibly in unusual cases 
where drastic action is necessary for 
the immediate protection of the pub- 
lic, the Court of Appeals of the 
District of Columbia ruled. 

The opinion was handed down in 
the case of the National Remedy 
Company. The appellate court, re- 
versing the ruling of the Supreme 
Court of the District of Columbia, 
held the company was entitled to an 
injunction restraining Department 
officials from making multiple seiz- 
ures of its product “B. & M. External 
Remedy” in several different cities, 
until such time as disputed questions 
of law and fact can be judicially 
determined. 

The company alleged, after point- 
ing to a decision by a district court 
several years ago in its favor on 
charges of false advertising of the 
effect of the remedy, that the De- 
partment had filed libels against the 
remedy in more than eight cities. 

“Inasmuch as every district attor- 
ney to whom the Department makes 
certification must institute appro- 
priate proceedings, by indictment or 
libel for condemnation, or both, it is 
evident,” said the opinion, “the 
manufacturer would be crippled or 
ruined long before the final adjudica- 
tion in the court could be had. 

“Such a result, we think, was not 
contemplated by Congress, except 
possibly in unusual cases where 
drastic action would be necessary for 
the protection of the public.” 


Baltimore Agency 


Starts New Campaign 


Van Sant, Dugdale & Corner, Inc., 
Baltimore, will use magazines, news- 
papers and direct mail in a cam- 
paign for more clients. 

Weston Hill, former creative di- 
rector for the Western division of 
the Dyer-Enzinger Company, will be 
in charge. Copy will recite adver- 
tising successes. 


Davis Wins Promotion 

George A. Davis, advertising man- 
ager of the Oklahoma Gas & Electric 
Co., Oklahoma City, has been ap- 
pointed vice-president. 


Made Promotion Manager 


P. E. Coburn has become promo- 
tion manager of The Business Week, 
New York. 


George Johnson, 
First Chairman 


of G. O., Is Dead 


George L. Johnson, 60, affection- 
ately known to many advertising 
men in all parts of the country as 
“Daddy” Johnson, died June 14 at 
Tucson, Ariz., of a heart attack. 

Mr. Johnson began his career as 
a reporter on his hown town news- 
paper, the Jeffersonville (Ind.) 
World. His.first connection in the 
outdoor advertising field was as 
sales manager of the P. H. Morton 
Company, Cincinnati. 

While there he effected a merger 
between two of the largest Chicago 
outdoor plants, the Thomas Cusack 
Company and the Gunning Com- 
pany. He came to Chicago in 1910 
to assume the vice-presidency of the 
merged organization, the Thomas 
Cusack Company, and became its 
president in 1925. 


His genius for organization led to 
the formation of the General Out- 
door Advertising Company in that 
year, with Mr. Johnson as chairman 
of the board. The consolidation in- 
cluded his own company, the Fulton 
Group, the O. J. Gude Co. of New 
York and many other plants. 

After retiring in 1929, Mr. John- 
son became greatly interested in 
Tucson and Phoenix, Arizona, and 
made it a practice to winter in Ari- 
zona with his family. He acquired 
extensive interests there. 

Mr. Johnson’s nickname was 
earned by his disposition to extend 
a helping hand to younger men in 
advertising. His favorite quotation 
was: “A man full of words and not 


Sex Decides 
Reading Habits 
of Most People 


International problems and _ per- 
sonal hygiene—how to keep well— 
are the only two subjects which ap- 
peal strongly to both men and 
women, according to a survey by 
Douglas Waples, acting dean of the 
Graduate Library School of the Uni- 
versity of Chicago, and Ralph W. 
Tyler, of the bureau of educational 
research of Ohio State University. 

The two professors have published 
their findings in a book, ““What Peo- 
ple Want to Read About.” The sur- 
vey covered 107 groups, each made 
up of 100 individuals living in dif- 
ferent parts of the country. 

Literature on _ prohibition was 
found to have an appeal for nearly 
all classes of men, but with the ex- 
ception of housewives, women pro- 
fessed little interest in it. 

Women appear concerned over 
public morals, but prisoners make up 
the only class of men which likes 
to read about that subject. Pris- 
oners also were found to constitute 
the only group whose favorite liter- 
ary theme is crime and punishment. 
Birth control was reported to be of 
interest to all women, but only to 
men of college education. 

Men show little relish for stories 
about artists and musicians, actors 
and actresses, modern styles, man- 
ners, customs, and social welfare 
problems, while women _ turned 
thumbs down on literature pertain- 
ing to government, big business, for- 
eign trade, insurance, and _ inven- 
tions. 

Six groups of men were asked if 
they would like to read about “What 
Makes a Successful Marriage?” and 
only two of these classes—Milwau- 
kee prisoners and University of 
Iowa medical students — expressed 
maximum interest. 

When the same question was put 
to five groups of women, maximum 
interest was registered by four— 
Chicago telephone operators, home 
economics students at the University 
of Minnesota, commercial students 
at the University of Iowa and Chi- 
cago high school teachers. 


of deeds is like a garden filled with 
weeds.” 

Mr. Johnson was introduced to 
the then President Coolidge at a 
breakfast at the White House. Mr. 
Coolidge graciously acknowledged of 
having heard of his fame. 

Two sons, C. Edwin Johnson and 
Ogden Johnson, are national adver- 
tising representatives in the Chicago 
office of the General Outdoor Adver- 
tising Company. 

The widow, Harriet, and a daugh- 
ter, Mrs. Georgia Leigh Caldwell, 
also survive. 


Artificial Cooling 


for Tulsa Agency 


The Mills- Wolf Corp., Tulsa, 
Okla., agency, has moved to one of 
the artificially cooled wings of the 
Exchange National Bank Tower. 
Mansfield Mills, president, is also 
head of the Tulsa Advertising Club. 

The production department re- 
mains in the Orpheum Building. 


Calvin Coolidge on Advertising 


Northampton, Mass., June 183—The current national convention of adver- 
tising men indicates what a great business in itself scientific publicity has 
become. A few years ago advertising was a mere incident of merchan- 
dising which was given little thought; now it is one of the cornerstones 


of commerce. 


Advertising has gained its important and permanent place by establish- 
ing the principle that it must tell the truth. 

Formerly regarded as irresponsible trade talk intended mostly to chal- 
lenge the attention, it has become a responsible guaranty designed to con- 
vince the understanding. Unless advertising meets that requirement it is 
now considered a costly failure. In the efforts made to eliminate waste in 
our commercial life none has been more important than the elimination of 
the waste of misrepresentation in advertising. 

With honest merchandise, conscientiously produced, truthfully advertised 
and efficiently marketed, the future of our country will be secure. We have 
the productive capacity, the raw materials and the capital necessary for 
profitable business. Only the demand is lacking. It is the function of 
advertising to create the demand. More emphasis is required on that 


essential fact. 


The economic benefit of balanced consumption within the 


means of the purchaser is not yet fully understood. Better publicity is 


the answer. 


CALVIN COOLIDGE 


(By permission of New York Herald Tribune) 


SAYS VACATION 
COPY FEATURES 
WRONG APPEALS 


New England Professor’s Sur- 
vey Published 


New York, June 18—While a 
large majority of those seeking rec- 
reation regard sport as one of the 
least important of their require- 
ments, the chaps who write the copy 
place it at the very top of their list, 
according to a survey made by L. W. 
Chidester, instructor in economics at 
Tufts College. 

His findings have been published 
co-operatively by the State of Maine 
Publicity Bureau, State of Vermont 
Publicity Department, New Hamp- 
shire State Board of Publicity and 
the Recreational Development Com- 
mittee of the New England Council. 

The confounding figures were 
obtained on one side from 646 re- 
sponses from 1,500 letters sent per- 
sons who had answered the adver- 
tising; and on the other, from an 
analysis of the resort advertising 
appearing in special sections of the 
Boston Transcript and New York 
Herald Tribune. 

In the first, natural surroundings 
received the highest number of votes 
as vacation essentials, with 465. 
Good food was regarded as of next 
importance, with 408. Other requi- 
sites received votes as follows: 


What Vacationists Want 


Healthful climate, 353; reasonable 
rates, 329; quiet, comfort and rest, 
267; modern conveniences, 252; 
sports, 217; courtesy and service, 
201; historic places, 167; social ac- 
tivities, 42. 

The following table shows the 
appeals most frequently featured in 
resort advertising, as against those 
favored by vacationists: 


Favored 
Actually by 


Rank of Appeals Used Public 


ERE ee eee 1 7 
Natural surroundings..... 2 1 
oS | See 3 2 
Modern conveniences... 4 6 
Social activities... 5 10 
Reasonable rateg................ 6 4 
Quiet, comfort and rest 7 5 
Courtesy and service..... 8 8 
Healthful climate............ 9 3 
Historic placeg..................... 10 9 


The first figures published last 
year showing that New England’s 
historic spots are comparatively 
weak when it comes to attracting 
visitors aroused a storm of protest, 
several newspapers taking issue with 
the investigators. Later figures con- 
firmed the earlier findings, accord- 
ing to Professor Chidester. 


Classified Managers 


Elect Louisville Man 


Orville S. Wespe, of the Louisville 
Courier-Journal, was elected presi- 
dent of the Association of News- 
paper Classified Advertising Man- 
agers at the annual meeting at 
French Lick, Ind. 

Dean G. Heintzleman. Akron Bea- 
con-Journal, was elected first vice- 
president; C. C. Armstrong Minne- 
apolis Tribune, second vice-president; 
C. M. Carroll, New York Times, sec- 
retary, and Charles Hardin, Colum- 
bus Dispatch, treasurer. 


Get Industrial Account 


_The Manhattan Rubber Mfg. Di- 
vision of Raybestos-Manhattan, Inc., 
Passaic, N. J., has appointed Roland 
G. E. Ullman, Philadelphia, who will 


use industrial papers and direct 
mail. 


Appoint New Agency 


Sargent & Greenleaf, Inc., Roches- 
ter, maker of bank locks and build- 
ers’ hardware, has appointed Van 
Sant, Dugdale & Corner, Baltimore, 
to conduct its advertising. Business 
papers and direct mail will be used. 
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June 20, 1931 ADVERTISING AGE 


the 


TEME market, rock-hew 


-- Biggest concentration of quality, E 
_ and the cost is only ; 
ri $3.85 per page per thousand. . 
: 
602 incomes over $5,000 a year viaan hee ie 
& 4 _ 
740 college graduates ie . @ 
& % ¥ i 
767 members of one or more clubs é = 
& ( o 
838 —— travelers 3 ie 
i 
420 eters 3 [: 
325 > A " Hi 
: ; : 
710 owners of their own homes — wer 
& aii & 
200 owners of separate summer homes — ; | 5 
& “et . & a 
625 owners of listed stocks and bonds. 5 os ¥F “a4 
& hs oe } i 
60 owners of motor boats or yachts 2 5 . 3 
3 F ‘ . ‘ 4] 
892 owners of 1,352 automobiles 5 a. * 
“d 
1000 families to be fed, clothed, sheltered ince a 
co (monthly food bill fond averages $126. $6) | ; ‘ 
325 people who plan to buy automobiles in 1931 nA i | 
& brn ; ti 4 
300 people who plan to buy radios in 1931 5 x 
In every thousand subscribers to TIME there are: & | “5 oH 
42 people who plan-to build homes in 1931 : Ha 
& re. 2 
567 een prospects for automatic refrigerators Fy 
, $5 
224 immediate prospects ” gas burners ad & 
226 immediate prospects ” oil burners a = & C 
141 cidiaiiiets prospects ” electric water hater e ie 
(144 — prospects ” radiators i . 3 c 
262 immediate prospects ” plumbing, bathroom fixtures g ; 
& s | : 


(237 immediate prospects ” draperies 
ee eee NN * flooring 


es 


& ) ae 
237 immediate prospects prospects ” rugs and carpets — 
x & : Ss | Ky 
(265 immediate prospects ” furniture 

& 


167 immediate prospects ” ‘roofing Z 
140 immediate prospects.” garden equipment 
106 immediate prospects ” fences 
153 imma prospects ” laundry equipment 
188% - subscribers (plus Reed) 

212 aitiin subscribers (plus their husands) 
i actual tate (33 il *) 


& 


> 


MEE EE Se Oe 

re . o : In the rock-hewn TIME market (1,155,000 readers in 

iL e at ea, aa 

— shen so) Sa ee J oes Shanes : 
Chart of the steady, sure progress of TIME’s rock-h irculation, (1923/1931) 


The facts and figures on this page result 
from exhaustive investigations . . Verification 
on request .. And the one big fact emerging 
from all investigations is that-‘TIME is read 
every week, every page, cover-to-cover. 


TIME 


The Weekly Newsmagazine 
BIGGEST STRICTLY QUALITY COVERAGE 
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TALKS BACK 


William S. Hedges 


Coffee to Coolidge 


The Coolidge Advertising Com- 
pany, Des Moines, has secured the 
account of Tone Bros., of that city, 
Old Golden Coffee, and is formulat- 
ing new plans. 


The 
“Ups & Downs” 
and “Only Ups” 
in Circulations 


LESS CARPING, 
PLEASE, REMARK 
BROADCASTERS 


New York, June 18—Critics of 
radio broadcasting were sharply 
rapped at the Tuesday session of 
the broadcasting departmental, at 
which J. C. McQuiston, who recently 
resigned as advertising manager of 
the Westinghouse Electric & Mfg. 
Co., presided. 

America’s plan of radio broadcast- 
ing, as opposed to the government- 
regulated system in England, was 
defended by Charles F. Gannon, 
manager of the radio department of 
Erwin, Wasey & Co., while William 
S. Hedges, president of WMAQ, Chi- 
cago, said radio stations will be 
glad to trade the laws governing 
them for those regulating news- 
papers. 

“Progressive agencies every- 
where,” Mr. Gannon said, “are re- 
turning the moderate profits of radio 
advertising to the improvement of 
their radio departments. The agency 
has found in radio, as in other fields, 
no individual has a copyright on the 
majority of fine programs. 

“There is no more likelihood that 
the chains will capture all of the 
best talent than that The Saturday 
Evening Post will corral all of the 
capable copywriters and artists and 
design and write their advertisers’ 
pages.” 

He concluded with the statement 
that agencies must stimulate re- 
search to determine the circulation 
of stations. 

Mr. Hedges’ reference was to the 
newspapers’ demand that the lottery 
laws be extended to radio. 

He pointed out that although the 


radio manufacturers are dependent 


upon broadcasting for their exist- 


ence, they have largely ignored 


broadcasting as a medium. 


Radio Viewpoint 


He summed up the case for broad- 
casting by quoting from the Cali- 


* 
1928 a . 
+61% _S 
OUTLG@DK 


fornia Broadcaster: 
“Let the laws affecting news- 
paper regulate broadcast and the 


‘laws affecting broadcast regulate 


newspapers. The newspapers will 


-@#then know what it means to be regu- 


lated. 
“First, let newspapers be given 


90-day permits to publish. These 


permits will only be renewed on 


good behavior. This means no news- 
paper to be read in the evening can 


carry in its advertising copy prices 


of merchandise. 


“Tt will mean only about 10 per 


cent of any one piece of advertising 


copy can refer to things for sale; 
the balance must be poetry and can- 
not be free verse. It means that the 


newspaper cannot express an opinion 
of a political, religious or contro- 


versial subject without promptly ex- 
pressing the opposite view, in the 


SS s -12% 


er -13% 


same place, in the same space and 
with equal force. 


es 


“If the newspaper does this and at 


This chart shows what has happened to 
the circulations of 12 leading magazines 
in the national class field. 


With two exceptions national class 
magazine circulations have shown 
a decided loss during the past two 
years. . . . Outlook is one of the 
two that has shown a consistent 
upward climb. This continued, rise 
indicates an editorial content more 
in tune with the times, more alive, 
sparkling and interesting to the 
active man of today... . Here is a 
strong rising market for your ad- 
vertising investment. 


OUTLQ@DK 


and Independent 


the same time maintains its mechan- 
ical equipment in the shape that 
Washington desires, and makes no 
additions to it without permission, 
it may have its permit renewed. 

“Needless to say, under this order 
of things, a newspaper’s circula- 
tion is to be limited to its district 
and is not to be seen by the public 
outside.” 

Indicating the need for indepen- 
dent research, Mr. Hedges said five 
Chicago radio stations have made 
five surveys on circulation, each 
showing that the particular station 
making the survey is in first place. 

He said 20 non-competitive sta- 
tions have banded together to se- 
curé adequate sales representation, 
and provide market data, under the 
name of Advertisers Radio Service, 
Ine. 

_ The question as to just how much 
and what kind of advertising should 
accompany sponsored programs re- 
ceived attention from Frank A. Ar- 
nold, director of public development, 
National Broadcasting Company, 


who advised advertisers to watch 


RADIO EXPERT 


H. K. Boice 


closely for reactions from the radio 
audience. 
Too Much Advertising 

He criticised radio advertisers who 
are still obsessed with the idea that 
the value of their advertising is in 
proportion to the number of words 
that can be crowded into a program. 

“Others fail to take into consider- 
ation the dictates of good taste, for- 
getting that the radio audience is in 
the home,” he said. “Entertainment 
of a character that is received with 
equanimity in the theatre or public 
place, brings an avalanche of com- 
plaints when put on the air.” 

H. K. Boice, vice-president of the 
Columbia Broadcasting System, said 
listening area and power have little 
to do with the size of a station’s 
audience, stations being selected be- 
cause of program preferences, com- 
munity and political loyalty, local 
prestige, etc. 

“Other factors being equal,” he 
said, “the radio audience normally 
tunes in the most familiar station, 
the one whose programs receive the 
benefit of local publicity and radio 
gossip. The second factor is recep- 
tion and the third is the popular ap- 
peal of the station’s daily schedule. 

Answering the question “Is there 
such a thing as an habitual audi- 
ence?” Mr. Boice cited a survey cov- 
ering 67 cities and showing that 98 
per cent of radio listeners have a 
“favorite station.” 

“Radio, to this extent, is in the 
position occupied by all other adver- 
tising mediums,” he said. “We can- 
not say how many people tune in a 
particular quarter-hour program, 
half-hour program, or full-hour pro- 
gram, any more than a magazine or 
newspaper can tell how many sub- 
scribers actually read any particular 
quarter-page, half-page or full-page 
advertisement.” 


Spokane Club Elects 
New Administration 


Tom J. Turner was elected first 
vice-president of the Spokane Ad- 
vertising Club at the annual meet- 
ing. Mrs. Tekla M. Carlson is sec- 
ond vice-president; and E. K. Barnes, 
treasurer. 

The new members of the executive 
board are Loring F. Overman, Or- 
ville C. Pratt, Harry W. Rymond, 
Claude E. Starling, and J. T. 
Trenary. 

With hold-over members, the board 
will select a president July 1. Claude 
S. Starling is the present incumbent. 


Throw in Lot with 
Corning Organization 


Arthur Cohler and Samuel N. 
Nemer, formerly operating as the 
Cohler-Nemer Advertising Agency, 
St. Paul, have joined Corning, Inc., 
of that city, as account executives. 

The Corning agency is the oldest 
in the Northwest, having been 
formed 27 years ago. Leavitt Corn- 
ing is president. 


McQuiston Is Made 
Life Club Member 


The Pittsburgh Advertising Club 
has el J. C. McQuiston, retir- 
ing general advertising manager of 
the Westinghouse Electric & Mfg. 
Co., a life member. 

Mr. McQuiston was one of the 
founders of the Pittsburgh club and 
served as its president on two occa- 
sions. 


Only 2 Women’s 
Clubs Outside 


This Country 


New York, June 18—With its 15 
women’s advertising clubs, boasting 
an aggregate membership of 2,000, 
the United States stands in a unique 
position, it was indicated at the 
meeting of the Federation of Wo- 
men’s Advertising Clubs of the 
World yesterday. 

Messages from the women’s ad- 
vertising clubs of London and Berlin 
were read, stressing the fact that the 
United States is the only country 
where women are an important fac- 
tor in advertising. 

Jeannette Carroll, publicity direc- 
tor of the Bryant-Stratton College, 
Providence, and president of the 
women’s organization, was re-elected 
chairman of the Council of Women’s 
Advertising Club, and will serve an- 
other term as vice-president of the 
| ee 

Among speakers at the meeting 
were Catherine MecNelis, publisher 
of the Tower Magazines and Anna 
Steese Richardson, director of the 
good citizenship bureau of the Wo- 
man’s Home Companion. 

Men caused the business depres- 
sion, according to Miss McNelis, 
who said President Hoover’s Indian- 
apolis address ignored the fact wo- 
men are sharing the economic 
struggle. 

“One way we can end the depres- 
sion more quickly,” she suggested, 
“is by heightening even further the 
desire of women to buy more of the 
goods that bring color and beauty 
into their lives.” 

Mrs. Richardson said women want 
good clothes, bridge, culture and 
cigarettes. 

“Men used to demand good cooks,” 
she explained. “Now they want a 
fine appearance. Girls used to be 
told to be good. Now they are ad- 
vised to be good looking.” 

So many women are smoking, she 
said, that the railroads should add 
salons exclusively for women. 

The Starr Faithfull story which 
monopolized the front pages of 
newspapers this week, was described 
as the kind of reading women want. 

“They will no longer respond to 
the superficial in advertising,” con- 
cluded Mrs. Richardson. “You’ve got 
to be honest.” 


Treasury Department 
Offers $1,500 Prize 


The Department of the Treasury 
will pay $1,500 to the sculptor whose 
design for a new 25-cent piece for 
the 200th anniversary of the birth of 
Washington is accepted. 

The models will be received at the 
office of the Director of the Mint to 
the close of business October 15, 
1931. There will be no remuneration 
for rejected models. 

Models must be submitted in the 
form of plaster casts about 8 inches 
high. The Secretary of the Treas- 
ury and the Commission of Fine 
Arts will be the judges. 


- Three for Vars 


New accounts handled by Addison 
Vars, Inc., Buffalo, N. Y., include 
M. H. Birge & Sons Co., Buffalo, 
wall paper; Dag, an antiseptic, Buf- 
falo, for which magazines, news- 
papers, farm journals, radio and 
trade papers will be used; and the 
Jewett Refrigerator Co. 


HOSTESS 


Sadie G. Emanuel 


Miss Emanuel, who is advertising 
manager of Commerce & Finance, is 
also recording secretary of the 
League of Advertising Women, 
which played host to visitors. 


Newspapers 
Running Along 
on Even Keel 


New York, June 18—Newspaper 
lineage in 120 newspapers in May, 
931, showed no marked change from 
other months of this year. A decline 
from May, 1930, was in evidence in 
all classes of advertising, but the 
loss was neither greater nor less 
than has been the case throughout 
1981. 

The total lineage in these papers 
for May amounted to 105,393,768, 
-ompared with 119,231,270 for May, 
1930. National advertising fell from 
27,702,703 to 23,371,270. Local line- 
age fell from 67,128,402 to 60,945,- 
389 and classified dropped from 
21,109,517 to 19,017,054. 

Of the 30 cities covered by the 
New York Evening Post, none 
showed a lineage gain. Of the 120 
individual newspapers studied, 19 
made gains and 93 sustained losses, 
no comparative figures being avail- 
able for 5 others. 


Newspapers which carried more 
advertising of all classes in May, 
1931, than May, 1930, were the New 
York American, New York Mirror, 
New York News, New York Evening 
Journal, New York World-Telegram, 
Brooklyn Times, Chicago Herald & 
Examiner, Philadelphia Ledger, 
Philadelphia News, Boston Record, 
Boston American and Sunday Ad- 
vertiser, Baltimore American, Balti- 
more Post, Los Angeles News, Mil- 
waukee Sentinel, Washington Post, 
Washington Herald, Washington 
Evening News, Indianapolis Stur, 
Houston Post-Dispatch, and Hous- 
ton Press. 


Black & Decker to 


Enter General Field 


The Black & Decker Mfg. Co., of 
Baltimore, manufacturer of portable 
electric tools, is entering the general 
field with domestic dishwashers and 
electric clothes washers. 

_ Van Sant, Dugdale & Corner, Bal- 
timore, are placing a campaign in 
women’s magazines. 


NATIONAL REGISTER 


$5) BROADWAY, NEW YORK 
7 WATER ST., BOSTON 


DVERTISERS 


Leave nothing to guess work, rely on yourselves 


Subscribe to the 


NATIONAL ADVERTISING 


RECORDS 


A month by month check-up on individual space buyers 
in Pri Medi 
THE MAGAZINES—THE FARM PUBLICATIONS—RADIO BROADCASTING 
are all completely checked 
Consult our nearest office 


PUBLISHING COMPANY 


SOLE SELLING ACENTS 


140 $. DEARBORN ST., CHICAGO 
929 RUSS BLDG., SAN FRANCISCO 
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ADVERTISING AGE 


NLALA. SELECTS | 
ALLAN BROWN AS 
NEW PRESIDENT 


Advertising Exhibit Features 
New York Convention 


New York, June 18—Allan Brown 
advertising manager of the Bakelit« 
Corp., New York, was elected presi 
dent of the National Industrial Ad. 
vertisers’ Association at the conclu- 
sion of its convention here, succeed- 
ing George H. Corey, advertising 
manager of the Cleveland Twist 
Drill Company. Other new officers: 

First vice-president, Forrest U. 
Webster, Cutler-Hammer, Inc., Mil- 
waukee; second vice-president, H. 
F. Barrows, Austin Western Road 
Machinery Co., Chicago; third vice- 
president, Gregory Starbuck, Gen- 
eral Electric Co., Schenectady; sec- 
retary-treasurer, T. C. Featherstone, 
Union Carbide & Carbon Co., New 
York. 

Cleveland was selected for the 
1932 meeting. 

Industrial advertisers apparently 
are not interested in lower rates. 
The convention applauded when Rus- 
sell T. Gray, Chicago agent, as- 
serted business paper rates should 
be doubled so that publishers could 
improve their papers. 


No Rate Reduction 


Col. Willard Chevalier, publishing 
director of Engineering News-Rec- 
ord, said the strenuous efforts to 
improve papers are a reason why 
advertising rates cannot be reduced. 

The industrial advertising exhibit 
was one of the features of the con- 
vention. The Linde Air Products 
Company, New York, won the cup 
offered by Class & Industrial Mar- 
keting, Chicago, for the best exhibit 
of industrial advertising which met 
a specific problem. T. C. Feather- 
stone is director of technical pub- 
licity for this company. 

Honorable mention was given the 
Timken Roller Bearing Company, 
Canton, O.; Jenkins Bros., New 
York, and the Bakelite Corp., New 
York. 

Other awards: 

Best publication campaign of 
three or more advertisements car- 
rying out a central sales idea. Given 
by McGraw-Hill Publishing Co. 

Won by Nash Engineering Com- 
pany, South Norwalk, Conn.; honor- 
able mention, Republic Flow Meters 
Company, Chicago, and United Chro- 
mium., 

Best direct mail campaign of 
three or more units, carrying out 
a central sales idea. Given by Buck- 
ley, Dement & Co., Chicago. 

Won by S. D. Warren Company 
on campaign for printing paper. 
Honorable mention given Link-Belt 
Company, Chicago. 

Best advertising presentation of 
personnel, facilities and general pub- 
licity. Given by Mill & Factory 
Illustrated. 

Won by John A. Roebling’s Sons, 
for a series of inserts in business 
papers. Honorable mention given 
M. W. Kellogg Company. 

Best exhibit of advertisements 
featuring news. Given by Simmons- 
Boardman Publishing Company. 

Won by the Cleveland Twist Drill 
Company on direct mail piece fea- 
turing the Byrd Expedition. 


Best Performance Copy 


Best exhibit featuring perform- 
ance copy. Given by The Iron Age. 

Won by the U. S. Pipe & Foundry 
Company on a business paper cam- 
paign featuring cast iron pipe. Hon- 
orable mention given the Hollow 
Wax campaign of the Bakelite Cor- 
poration. 


Best typography in industrial ad- 
vertising. Given by the Penton Pub- 
lishing Company. 

Won by the Barber-Colman Com- 
pany, Rockford, Ill. Honorable men- 


HEADS N.1. A. A. 


Allan Brown 


tion given Rickard & Co., New York 
agency. 

Best artwork or photography in a 
finished advertisement. Given by 
Paul Teas, Inc., Cleveland. 

Won by the Fafnir Bearing Com- 
pany for one of a series of inserts. 
Honorable mention given John A. 
Roebling’s Sons. 

Best campaign exhibited by an 
agency. Won by James F. New- 
comb & Co., New York, for its cam- 
paign for the Irving Varnish Co. 

Best advertisement by and of a 
publishing house or publication. 
Won by Sweet’s Catalog Division, 
F. W. Dodge Corporation, New York. 


‘Kansas City 
Star’ Explains 
Its New Policy 


Kansas City, Mo., June 19.—The 
Kansas City Star has discontinued 
blanket contracts with national ad- 
vertisers, asserting, however, that 
the new policy has nothing to do 
with an increase in rates. 

“We discontinued blanket con- 
tracts in the local field years ago,” 
said a representative of the Star. 

“As we have a single rate, the re- 
sult was that national advertisers 
holding blanket contracts have been 
paying less than local advertisers for 
from a few months to a year after 
an increase went into effect. 

“Our local advertisers have pro- 
tested vigorously, and we adjusted 
the situation. Where national adver- 
tisers are willing to give us a non- 
cancellable contract, specific as to 
insertion dates and size of space, we 
will guarantee the rate for a year. 

“It is the practice of securing pro- 
tection for a year on a contract for 
5,000 or 10,000 lines where the ad- 
vertiser really intends to use 100,000 
to 500,000 lines, when and how he 
sees fit, that we have now eliminated 
in both the local and national de- 
partments.” 

The merchandise service rendered 
by this paper is also distinctive in 
that the advertiser can have as much 
or as little service as he is willing 
to pay for. 


Detroit’s Junior Club 
Gets Notable Speakers 


Under the title of “A Trip 
Through the Land of Ad,” the Ad 
Forum, junior advertising club of 
Detroit, is securing some top-flight 
speakers to picture the various divi- 
sions of advertising as ports of call 
on a world trip. 

This plan will be continued until 
every phase of advertising has been 
covered. 


Dallas Women’s Club 
Elects Mrs. Barker 


Mrs. Mary Barker is the new 
president of the Women’s Advertis- 
ing Club of Dallas, Texas, succeed- 
ing Mrs. Albert Taylor. 

Violet Short is vice-president; 
Bennette Wallin, secretary; Rose 
Wolfe, treasurer, and the following 
directors: Corita Owen, Lois Up- 
shaw, Virginia Fullenwider, Doro- 
thy Phillips and the new and old 


vresidents. 


A.B. P. AWARD TO 
TEXTILE WORLD 


New York, June 18—For the sec- 
ond time, Textile World, New York, 
won the medal offered annually by 
the Associated Business Papers, 
Inc., for outstanding editorial serv- 
ice, which this year took the form 
of a program for rehabilitation of 
the textile industry. 

Honorable mention was given 
Railway Age and Mill Supplies, Chi- 
cago, and Gas Age-Record, New 
York, in the order named. 

In Class II, best editorial, first 
prize of $300 went to Ray Fling, 
editor of Restaurant Management, 
New York, for an editorial entitled, 
“Simple Things.” Second prize of 
$150 went to Norman G. Shidle, di- 
recting editor, Chilton Class Journal 
Co., Philadelphia, and third prize to 
L. E. Moffatt, editor, Electrical 
Merchandising, New York. 

The jury gave honorable mention 
to Charles K. MacDermut, Jr., Dry 
Goods Economist, New York, and 
Bernard L. Johnson, American 
Builder and Building Age, Chicago. 

In Class III—best article, series 
of articles or news report—first 


prize of $500 was won by Norman 
G. Shidle for his series of articles 
on the problem involved within the 
automotive and airplane industries 
by reason of the development of in- 
dependent makers of repair and re- 
placement parts. 

Second prize of $150 was won by 
D. A. Steel, Railway Age, for his 
news reports covering investigations 
into reciprocal buying by the Inter- 
state Commerce Commission and the 
Federal Trade Commission. 

For his series of articles on “Wir- 
ing the Home for Adequate Electric 
Service” Roger L. Knight, Electrical 
Installation, New York, was award- 
ed third prize of $50. The jury also 
awarded honorable mention to Roy 
Dickinson, Printers’ Ink, New York; 
James True, Sales Management, and 
Ray Fling, Restaurant Management. 

The jury consisted of Thomas D. 
Cutler, publisher, Ice Cream Trade 
Journal, Chairman; John Benson, 
president, American Association of 
Advertising Agencies; Lee Bristol, 
president, Association of National 
Advertisers; O. H. Cheney, banker, 
and Alfred Reeves, general manager, 
National Automobile Chamber of 
Commerce. 


Advertise Hershey Park 


John P. Weidenhamer and Asso- 
ciates, Harrisburg, Pa., are placing 
newspaper advertising for Hershey 
Park, Hershey, Pa. 


— 
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55 Newspapers 
Wage Fight on 
Substitution 


New York, June 18—The 55 Illi- 
nois, Indiana and Michigan news- 
papers represented in the national 
field by Scheerer, Inc., are conclud- 
ing a gratuitious advertising cam- 
paign against substitution. The 
copy, appearing in these papers once 
a week over a five-week period, has 
been put into booklet form. 

The booklet explains that “this 
effort is dedicated especially to cer- 
tain firms and brands in apprecia- 
tion of the space used in these news- 
papers in the past year.” Follows 
a list of advertisers, including a host 
of those of national rank. 

The advertisements were headed, 
“Buying with Your Eyes Open,” 
“How Can You Judge the Value Be- 
hind An Unknown Label?” “ ‘Just 
As Good and Cheaper’—Have You 
Ever Found It True?” and “More 
for Your Money—But More What?” 

The newspapers running the copy 
included the Michigan League of 
Home Dailies, Indiana League of 
Home Dailies and seven Illinois 
dailies. 


ay! 


The BOOK of the 


1204 


Tested 


Key Markets 


An analysis of circulation based not on population but on sales 
potential! A practical outline of the nation’s worthwhile markets 


based not on theory but on the actual test of selling. 


Everyone interested in marketing will want this new kind of 


1204 
TESTED 
KEY 


breakdown of a new kind of scientifically directed circulation. 
A circulation which concentrates in the 1204. Tested Key Markets 
where there is over 75% of all sales potential. And, of added 
importance, a circulation 100% voluntary. 


As different... as scientific...as our | 
distribution methods. 


We shall be glad to furnish this index 
oe AE os of America’s Tested Markets, if you ask. 
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MARKETS. 
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ANALYSIS OP TOWER: MAGAZINES’ CIRCULATION BY 
Craps, COUNTIES, AND GEOGRAPHIC DIVISIONS 


We have reprinted recently published 
advertisements in booklet form. This 
booklet is helpful because it contains 
many of the essential facts about Tower 
Magazines . . . we welcome requests 
for it, also. Ask for “A Story Retold.” 


TOWER MAGAZINES, Ine. 


55 Fifth Avenue, New York 


919 North Michigan Avenue, Chicago, Illinois 
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New Release Day for 
‘Saturday Evening Post’ 


Effective next week, The Saturday 
Evening Post will reach subscribers 
on Tuesday of each week instead of 
Thursday, as has been the case for 
many years. 

The Thursday release is a heritage 
from the era when the family shop- 
ping was done on Saturday. 

The Curtis Publishing Company 
has also set forward release dates 
of two other magazines. With the 
August issues, The Ladies’ Home 
Journal will be released on the sec- 
ond Friday and The Country Gentle- 
man on the third Tuesday preceding 
the month of issue. 


Heads Hamilton Club 


Bruce Beasley, who acted as sec- 
retary for the convention of the Ad- 
vertising Affiliation in Hamilton, 
Ont., has been elected president of 
the Advertising Club of Hamilton. 


Tell a million 
- buying prospects 


A’ million college students, readers of col- 
lege newspapers, spend an average of 
more than a dollars each during 

school year for items of immediate 
consumption — travel, shoes, clothes, 
food, cigarettes, haberdashe: ry. 


Cultivation of the college market is more 
than advertising. Through the merchan- 
dising service of C.S.A.A. a complete 
marketing mechanism is set in motion to 
gain the active cooperation of campus 
stores. 


College student preference means profit. 


Let us tell you how. 


Facts on the 
Student Market 
for the Asking 


—y 


Established 1913 


Sr a 
Collegiate} Special! Adv.”Agency, Inc. 
NEW YORK CHICAGO 
18 East 4Ist Street 612 N. Michigan Ave. 


“HANJON-: 


Electrical Transcription Service 


UNDER SOUTHERN SKIES 


The Sufny South—with melody— 
tradition—Plantation days—Negro 
Spirituals—banjos strumming and 
shuffling feet—all entertainingly 
cong li ay you the true Sou- 
osphere from your studio. 
ey ‘lovable, enjoyable. 


A series of Ottees emttent 
ions especially made for 
oadcast now ready for dis- 


Transcri 
Radio 
tribution to advertisers and agencies 
for spot broadcast. 


Full commission to advertising 
agencies. 


-* 
THE HANJON COMPANY 
Incorporated 


755 Seventh Ave. 
New York City, N. Y. 
Phone Circle 7-3833 


Textile-apparel products 
are the nation’s second 
industry and so the Fair- 
child Publications mean 


A 
SELLING 


POWER 
OF 


BILLIONS 


Fairchild Publications 
8 E. 13th St., New York, N. Y. 


MAINTENANCE OF 
BUYING POWER 
HELD ESSENTIAL 


(Continued from Page 1) 


things are needed to release this 
buying power: The establishment of 
confidence that employment will be 
maintained and the skillful use of 
advertising in arousing desire. 

“Fourth, this Federation urges the 
delegates at this convention to go to 
their homes determined to plan the 
individual advertising of their re- 
spective firms and _ corporations 
along lines of frank, sincere and 
truthful educational effort to ac- 
quaint the members of their com- 
munities and the prospective con- 
sumers of their products with the 
economic necessity of resuming nor- 
mal living and normal use of their 
present buying power. 

“To this end, we call upon adver- 
tisers to rededicate themselves to the 
ideal long ago enunciated in the 
motto of this organization, ‘Truth 
in Advertising.’ We summon those 
who furnish the media for the ad- 
vertising message to strengthen 
their censorship. 

“Fifth, we heartily commend the 
work which was done during the 
past year by the administration and 
our Bureau of Research and Educa- 
tion to instill in the minds of Amer- 
ican business men through the co- 
operation of the local clubs a better 
understanding of advertising and its 
functional part in business. We call 
upon the incoming administration 
and the board of directors to follow 
this initial work by developing a 
similar educational program for the 
coming year whereby the forces of 
advertising may come to be intelli- 
gently utilized by business and un- 
derstandingly followed by the public 
in the program hereinbefore out- 
lined. 


Ask U. S. Co-operation 


“We ask the board of directors to 
supplement this educational work by 
seeking the co-operation of the 
proper federal government depart- 
ments and business organizations 
to the end that wise steps may be 
determined upon for readjustment of 
business practices in harmony with 
the economic and social conditions 
now existing. 

“To the program outlined this Ad- 
vertising Federation of America 
hereby pledges itself.” 

The convention was one of the 
most largely attended in the history 
of the organization, with 2,300 regis- 
trations. The program was unusu- 
ally brilliant and brought together 
leaders of thought representing gen- 
eral business as well as all phases 
of advertising. Much of the discus- 
sion dealt with the economics of the 
present business situation and the 
efforts which should be made to meet 
the problem through more effective 
and skillful use of advertising. 

President Herbert Hoover again 
showed his interest and belief in ad- 
vertising by sending a message to 
the convention emphasizing the con- 
tributions of advertising to business 
stability. 

Not only was the convention rec- 
ognized as big news by the daily 
newspapers and press associations, 
but a number of the programs were 
put on the air by the National 
Broadcasting Company and the Co- 
lumbia Broadcasting System. Ap- 
VERTISING .AGE published the official] 
convention daily. 

Although decision as to the place 
of the 1932 convention will not be 
made for some time, invitations 
were received from Miami, Havana 
and Columbus, O. Chicago invited 
the Federation to hold its conven- 
tion there during the world’s fair in 
1933, and a similar invitation for 
1933 was extended by Milwaukee. 

Entertainment was unusually elab- 
orate. A dancing party aboard the 
Leviathan, Monday evening; the for- 
mal banquet at the Hotel Astor 
Tuesday evening, and a night-club 
party on the Astor roof Wednesday 
evening, at which Paul Block was 


NEW CHAIRMAN 


George W. Kleiser, of Foster & 
Kleiser, San Francisco, new chair- 
man of A. F. A. council on depart- 
mental activities. 


the host, were the outstanding 
events. Many other features were 
arranged especially for women at- 
tending the convention. 


Against Wagé.Cuts 


Charles E. Murphy, president of 
the Advertising Club of New York, 
provided one of the convention fea- 
tures with a dramatic warning 
against reduction of wages. 

“Will the leaders in business and 
industry keep pace with the leaders 
in the advertising world?” he de- 
manded. 

“If business and industry reduce 
wages to labor on any broad scale, 
the answer to my question must be 
no. If wages are reduced, I warn 
business and industry they cannot 
expect advertising to carry the load. 

“Advertising has accomplished re- 
markable results in the last decade, 
but sales cannot and will not be 
created if wages are reduced. 

“Business and industry should 
fully realize that advertising will 
continue to do its effective work, but 
not on lower wages to labor. Ad- 
vertising can never propagate with 
a sterile pocketbook as its mate.” 

Many of the speakers at the con- 
vention indicated their belief that 
advertising has been less than rigor- 
ously truthful during the depression 
and that much advertising which 
could not be criticised on this score 
has been woefully dull. 


In this class was Colby M. Ches- 
ter, Jr., president of General Foods 
Corporation, New York. 


Claim Too Much 


“There is a growing feeling,” Mr. 
Chester commented, “that certain 
advertisers and their agencies are 
content with something less than 
fundamental research into the au- 
thenticity of claims made for their 
products. Telling the truth in ad- 
vertising means that when the field 
of science, for instance, is invoked, 
the science shall be such it will sat- 
isfy scientists and not merely copy- 
writers. 


“Advertising based on the findings 
of science calls for more than a 
glamorous picture of a_ scholarly 
gray-haired gentleman steadfastly 
gazing into a microscope in the lab- 
oratory of a commercial photog- 
rapher. 


“In the second place, I believe the 
advertiser will do well to submit his 
announcements to the best of good 
taste. While good taste may be con- 
sidered a matter of personal opinion, 
there are certain established tenets 
which can be applied. 


“Thirdly, the manufacturer defi- 
nitely owes advertising the respon- 
sibility of making it interesting in 
content and format. 


Hoover Sends Message 


“Fourth, advertising should be 
fair to competition. If advertising, 
backed by the resourcefulness of 
America, will heed these rules, I be- 
lieve we shall shortly be hailing a 
new crop of business successes.” 

Mr. Chester spoke of quick-freez- 
ing, sterilizing by light rays to pre- 
vent spoilage, new types of packing 
in vacuum and improved dehydra- 


tion of perishables as developments 
in the food field. 

President Hoover’s message to 
the convention, read by President 
Hodges, was one of the opening fea- 
tures. The President said: 

“It seems to me most appropriate 
that you propose to clarify the func- 
tion of advertising as an economic 
force, so its benefits may be better 
understood not only by those who 
employ it, but by the public to which 
in the aggregate it renders its 
greatest service. 

“Advertising has played an impor- 
tant part in raising our standard of 
living, in stimulating invention and 
in maintaining competiton. By pro- 
moting production and distribution, 
it has brought within the reach of 
many the comforts and conveniences 
previously enjoyed by the few. 

“The theme of your convention is 
especially timely, because of the part 
sound, constructive advertising is 
bound to play in accelerating the re- 
turn of normal business activity. 

“Physician, heal thyself,” was the 
message brought by Joseph H. Ap- 
pel, of John Wanamaker, New York, 
and treasurer of the A. F. A. 

He said current advertising is 
filled with misleading illustrations, 
tainted testimonials, insinuating 
headlines and extravagant adjec- 
tives, without accurate comparisons 
in price and quality. 

“If advertising is to take the lead- 
ership it can take in placing busi- 
ness on a more stable foundation, it 
must meet the challenge offered by 
these conditions,” said Mr. Appel. 

He offered this formula: 

“Creative advertising is energy in 
action, inspired by new vision, vital- 
ized by feeling, controlled by wis- 
dom, illuminating truth, fulfilling 
unrecognized needs and aspirations 
of humanity.” 


Facing the Facts 


Kenneth Collins, executive vice- 
president of R. H. Macy & Co., 
brought a success story to the meet- 
ing, saying the Gimbel chain has 
profited by facing the facts. It 
printed “Depression” in 72-point 
type in its advertising. It admitted 
there is unemployment, and stated 
that raw material prices are too 
low. 

“The public, seeing the logic of 
this, has responded generously,” he 
said. “Astonishing as it may seem, 
the Macy affiliation, widely sepa- 
rated geographically, has registered 
a large dollar increasein sales in the 
past two weeks, with an almost in- 
credible increase in the number of 
transactions. 

“At Macy’s alone the number of 
transactions has been 42 per cent 
ahead of those in the corresponding 
week of 1930.” 

Mr. Collins said advertising re- 
ceived its greatest challenge during 
the last 20 months and failed woe- 
fully. 

“Tt has been impotent in the midst 
of plenty,” he asserted. 

“Visualize a massive store and 
millions of men and women passing 
that store, each clutching a five- 
dollar bill which doesn’t need to be 
saved, but which is passing that 
store on its way to the bank. 

“Every one of those millions of 
people constitutes the pointing finger 
of indictment at present day adver- 
tising. Every one of those millions 
is an unassailable piece of evidence 
that advertising has failed to make 
people want pleasure, enjoyment and 
comfort more than they want that 
five dollars.” 

On one hand there has been an 
over-abundance of goods; on the 
other a tremendous reservoir of in- 
active consumer purchasing ability. 


Where Advertising Failed 


“Between the two,” he said, 
“there lies a frame of mind. That 
frame of mind is, without qualifi- 
cation, advertising’s responsibility. 
Make no mistake about it, we have 
fallen down on the job. We have 
failed both to understand that frame 
of mind as it exists and we have 
failed to direct it into a buying 
mood.” 

Mr. Collins softened this criticism 
by saying advertising men are not 
the only ones who have failed. The 
American habit of calling a confer- 
ence every time something goes 
wrong has run true to form, but the 


Electricity Serves 


Over 600,000 Farms 


New York, June 18.—A total 
of 647,677 farms in the United 
States are now served by elec- 
tric light and power com- 
panies, the National Electric 
Light Association reports. 

This is a gain of 90,806 in 
1930, following a gain of 95,902 
in 1929. 


conferences have failed to produce 
results. 

He said the answer is to convince 
the public the time has come to buy 
and invest. 


“How? By talking about sales 
and bargains? That won’t work. 
We have lied too long. We have 
worked too many horrible exagger- 
ations into our advertising in the 
past. The public has been fooled 
too often. 

“I see but one solution and that 
is an honest, critical appraisal of 
the facts and a forthright presenta- 
tion of them. 

“Necessities and the pleasant 
things in life have become so cheap 
the public can afford to have many 
things it could never have before. 
It is our business to point out that 
silk is cheaper than it has been 
since the Spanish-American war; 
that wool prices are lower than in 
30 years and still dropping. The 
average price of all commodities is 
back to 1914 levels. 

“Good times will return as we play 
on the selfish instincts of those to 
whom we talk. If it needs more 
money to tell, seriously, dramat- 
ically and intelligently what has 
happened to prices, then spend the 
money. The message must be told 
everywhere if we are to recover 
from our economic dilemma.” 


Demands Lower Rates 


On behalf of the 3,700 members 
of the National Retail Dry Goods 
Association, D. F. Kelly, president 
of that organization and of The 
Fair, Chicago department store, de- 
manded a lowering of advertising 

(Continued on Page 11) 


Sell Iowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 


Color any way you like it . .. one color 

and black in Daily or Sunday news sections 

ss four colors in Sunday Rotogravure 

section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


PROVE ITi 


SHOW HIM THE LETTERS 


if your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis- 


in your files—give copies © your men 
. Write for samples and 'prlees. 


AJAX PHOTO PRINT CO., 33 W. Adams St., Chicage 


ARE YOU 
Overlooking This? 


America’s Most 
Active Churches 
Send for Data 
Church Management 
Auditorium bids 


— Cleveland, Ohio 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 


100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 

MULTIGRAPHING, MAILING 


> For Dependable 
, Photostat Service ¢ 


r.a. RUSSO ine. 


230 PARK AVENUE 
; 60 E. 42nd St. 250 W. 57th St. 
VAnderbilt 3—9975-6-7 
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ASKS RETURN 
TO ‘TRUTH IN 
ADVERTISING 


(Contiuued from Page 10) 


rates, in an address at the opening 
session. 

“In spite of the instrumentality 
of newspapers in reducing mer- 
chant’s prices,” he said, “we are 
asked to continue paying rates that 
may not have been warranted in 
prosperous times. 

“In New York, advertisers in some 
newspapers are granted a rebate on 
fluctuations in circulation. This is a 
step in the right direction. 

“Is it fair to charge the adver- 
tiser using 100,000 lines the same 
rate as the one using only 5,000? 
Is the advertiser using 500,000 lines 
in a certain medium to be placed in 
the same category as the one using 
10,000 lines?” 

Mr. Kelly said heretofore he has 
been an opponent of the “Shopping 
News” idea, but believes the time 
has arrived when he may drop this 
opposition. 

He concluded by asking the A. F. 
A. to initiate a conference with pub- 
lishers to discuss rates. 

In his annual address, President 
Hodges said the job of advertising is 
to create a divine discontent with 
things as they are. 

“It must seek also,” he said, “to 
ring the chimes of cheerfulness and 
hope. 


Should Sell Confidence 


“Its job is to help our people re- 
gain the fine, carefree spirit, which 
is truly and naturally the spirit of 
the nation. 

“We must learn to speak anew the 
language of courage and optimism 
and confidence. 

“Advertising will thus release our 
people from the fetters of fear, from 
the apprehension that jobs and 
wages are in danger—and turn loose 
the enormous buying power now 
paralyzed. 

“Advertising must fight to the 
last ditch those efforts of the false 
prophets to turn us back to the dark 
ages of discomfort and _ penny- 
pinching. 

“It should incessantly preach the 
gospel of a greater future and a 
greater prosperity than we have 
ever known. 

“The goods we have to advertise 
today are not all of the material 
kind waiting on our shelves for sale. 

“Our job is to sell a renewed faith 
in this country’s destiny. 

“Let us pick up the shining sword 
of advertising and strike off the 
ugly head of that national bogey- 
man—fear of the future. 

“Let us cast aside all fear and all 
doubt, remembering what Shake- 
speare says: 

“‘Our doubts are traitors, and 
make us lose the good we oft might 
win by fearing to attempt!’ ” 


Good Taste Profitable 


Miss Marion C. Taylor, president 
of the Fashion Guild, New York, 
said good taste should be the guiding 
star in both merchandise and ad- 
vertising because it is profitable and 
sensible. 

Grover A. Whalen, of John Wan- 
amaker, suggested business form the 
American Federation of Business to 
do for industry what has been done 
for labor. 


Glenn Frank, president of the 
University of Wisconsin, told the 
general session luncheon Monday 
the United States is suffering from 
a bankruptcy of followership no less 
than a bankruptcy of leadership. 


“We shall not escape depressions,” 
he said, “until we have devised ways 
of shifting a larger part of the na- 
tional income into the pockets of the 
consuming millions and increasing 
their margin of leisure.” 


As a final feature of the conven- 
tion, C. C. Younggreen, president of 
the Dunham, Younggreen, Lesan 
Company, Chicago, was presented 
with a life membership and a testi- 


monial in recognition of his services 
to organized advertising. 

Mr. Younggreen, an ex-president 
of the A. F. A., served as chairman 
of the National On-to-New York 
committee for the New York con- 
vention. j 


Heads Sixth District 


Joseph L. Starr, of the Hollister 
Laboratories, Madison, Wis., has 
been appointed governor of the Sixth 
District, A. F. A., comprising Wis- 
consin, Illinois, Michigan, Indiana, 
Ohio, Kentucky and Iowa. 


Get Optical Account 
The Wollensak Optical Company, 
Rochester, N. Y., has appointed 
Hughes, Wolff & Co., of that city 
to advertise its binoculars, telescopes, 
microscopes, etc. 


Paul Block Elected 


to Arbitration Body 
Paul Block, president of Consoli- 
dated Publishers, has been elected a 
director of the American Arbitra- 
tion Association, New York. 
Mr. Block has been interested in 
arbitration of disputes for several 
years. 


Leaves Gillette 
Charles M. Pritzker has resigned 
as advertising manager of the Gil- 
lette Safety Razor Co., Boston. He 
was formerly advertising manager 
of the AutoStrop Safety Razor Com- 
pany which merged with Gillette. 


Warner Quits “Charm” 


Robert Warner has resigned as 
advertising manager of Charm, 
New York. 


Starts Resort Agency 


Roger Miller has resigned as vice- 
president of Grove Park Inn, Ashe- 
ville, N. Car., to become president of 
a new organization specializing in 
promotion for Southern resorts. Gen- 
eral offices will be in Asheville. 


Agency for Dermasan 


The Dermasan Company, Chicago, 
has appointed M. Glen Miller, of that 
city, to direct a new campaien for 
Dermasan creams for relief of sun- 
burn, athlete’s foot, etc. 


Joins “True Romances” 


Carl Eckhart, formerly Western 
manager of the Tower Group and 
recently in charge of Western ad- 
vertising for the Macfadden Com- 
bination, has joined the Chicago 
staff of True Romances. 


1l 
To Advertise Knit-tex 
Cohen & Goldman, New York 


manufacturers of Worsted-tex and 
Knit-tex clothing for men, have ap- 
pointed Amos Parrish & Co. of that 
city. The advertiser will continue as 
a big user of rotogravure. 


Plan Coffee Campaign 


The National Coffee Roasters As- 
sociation is at work on a plan for 
co-operative advertising. Secretary 
W. F. Williamson will submit a 
proposition to members at the Oc- 
tober convention. 


Outlaw Self Service 


An Ohio law taking effect August 
9 prohibits self service at filling 
stations on the ground that the 
promiscuous handling of motor fuels 
is hazardous. 


Pat on the Back 


FOR 


~ Ourselves 


By LEE & PHILLIPS, Inc. 


SS 


IN 


NEW YORK CITY 
June, 1931 


ducing typesetting for catalogs, bro- 
chures, broadsides, books, and other 
kinds of printed material, in which 
the economies of fine machine com- 
position are desirable. 

A great deal of work is for lead- 
ing publishers and printers who are 
justifiably proud of the format and 
appearance of their books. 


A PAT ON THE BACK 


While we are saying all these lovely 
things about ourselves, our plant, our 
customers, and theadvertisements we 
set, let us give our monotype depart- 
ment a slight send off. 


This department functions in pro- 


Of this advertisement. . . . copies have 
been printed in the traditional feeling 


from Garamont type composed by 
Lee & Puritiips, INCORPORATED, 


typographers who prove it with proofs. 


FOR TYPOGRAPHY PHONE MURRAY HILL 2-§050 


FOR OURSELVES 


Witness: In the selection of ‘‘The 
50 Best Books of 1930"’ 13 happen to 
have been set by monotype. 3 of these 
13, were produced in the Lee & 
Phillips monotype department. 


to Lee & Phillips’ door. 


way of a mailing piece, brochure, or 
book—let Lee & Phillips set it. 


When one considers all the mono- 
types in the country producing book 
composition, three winners out of 
thirteen issome kind of record which, 
if laid end to end, would reach right 


Remember, please—when you 
want something extra special in the 
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We WOULD NOT mislead you for worlds. The emblazoned letters shining 
forth so lustily at the top of this beautiful night scene were stripped in there by one of our engraving lads. So do not look for 


them the next time you stroll river-ward in Chicago. Look to us, instead, for that first quality of production that has made the lettering 
true. You should get better and better acquainted with Collins & Alexander, of 65 East South Water Street, in Chicago. 
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